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HE advertising deals directly 

with the farmer’s problems. It 
points the way to greater profits 
through balanced farming; urges 
the farmer to consult the American 
Steel & Wire Company dealer on 
fencing problems; sends him to 
that dealer to learn why Zinc Insu- 
lated Fences and Steel Posts will 
save him both time in labor and 
money in their longer life as com- 
pared with any cheaper kind of 
materials. 

If you are not handling Zinc In- 


sulated Fencing or our Steel Fence Posts, 
write for full details. 


American 


. , q 
=e. >» \ \ q 4 
Insulated Fences t J 4 


Steel Fence Posts Subsidiary of United States Steel Corporation 
i American | Sales Offices in All Principal Cities 
Steel Gates ‘ ri , UNITED STATES STEEL PRODUCTS COMPANY 
Protector ' San Francisco, Los Angeles, Portland, Seattle 


Poultry Fence Export Representatives: 
Union Lock betel STATES STEEL Sra ang Se ig co. 


Poultry Fence 30 Church St., New York, N. 
Banner 
Poultry ence 
Poultry Netting 
Nails Staples 
Barbed Wire 
Wire of all kinds 
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Mr. BOCKSTAHLER TELLS WuHy 
His VOLUME IS INCREASING 


We take a great deal of Read what he says about orders and _ customers! 


pride in reproducing— 
with his permission—this 
letter from Mr. George 
M. Bockstahler, Vice-President and Manager of 
the Indianapolis Belting and Supply Company. 
Many of you know him—many more know of 
him; all of you know his company. Please note 
these lines: 
.... Our business on your line seems to be getting 
better. We are getting more orders right along 
and without having to offer price inducements 
either. We also note a decided increase in the 
number of customers who are placing their small 
tool business with us. We feel much of it is due 
to your cooperation with us, and the help of your 
salesmen and engineers in straightening out the 
small tool problems of our customers. . . . 


No price concessions, yet a constant increase in 


GREENFIELD, 


New York: 15 Warren St. Chicago: 13 So. 
Canadian Plant: Greenfield Tap & Die 


Greenfield cooperation 


Is it any wonder the 
Indianapolis Belting and 
Supply Co. has joined 
the list of nationally known supply houses who 
concentrate on Greenfield ? 


Whether you own a jobbing house, a mill supply 
business or a hardware store, concentrated buy- 
ing of small tools saves time and money—plenty 
of both. And if you concentrate on Greenfield 
tools, you get products thoroughly advertised to 
your customers. Confidence in a product is a 
more powerful buying motive than price, as Mr. 
Bockstahler’s letter testifies! 
Let us discuss with you more thoroughly the 
advantages of concentrated buying. Write today 
and ask also for your copy of the new Green- 
field Catalog No. 29. 


MASS.,U.S.A. 


Clinton St. Detroit: 228 Congress St., W. 


Corp. of Canada, Ltd., Galt, Ontario 


H. A. Jan. 31, 1929 





HARDWARE AGE, published weekly by the IRON AGE PUBLISHING CO., 
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class 


matter May 22, at the Post Office at New York, under the Ac 


25c. each. Vol. 


239 West 39th Street, New York, N. Y., U. S. A. Entered as second 
‘t of March 3, 1879 (Printed in IT S. A.) $3.00 per year. Single copies 
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WINNING FAVOR 


Because They’re 


Entirely Different 


HAT?’S what you want in a new tool—not simply a slight 
. fo in design, but an entirely different principle. 
You want a new tool which has features that no other 
make has. Then you can feel certain that when you show it to 
a prospective buyer he is going to become interested, which 


means a great deal toward making a sale. 


And that’s what you get in these two new Greenlee tools. 
Once you have handled and operated them you will imme- 
diately see a wealth of convincing sales talk, a wealth of selling 


points for tools of this type. 


A Positive Locking 


Bit Extension 


Free-acting lock-sleeve provides 
positive grip on bit shank at all times 
while boring or withdrawing bit. 

. Strength enough to drive bits 


up to l-inch in diameter, yet small . 


enough to follow %-inch bit. 
Sturdy bit shank holding device, 
consisting of an accurately shaped 
chuck, eliminates the necessarily 
light jaws. . . . Smooth acting guide 
slot. . . . Extra heavy shank. . 
Entirely nickel plated excepting 
square which is lacquered green. 

. Two sizes: No. 900 in 12, 15, 
18, 21, 24 and 30-inch lengths for 
bits 54 to 1-inch in diameter. No. 
925 Extra heavy pattern in 18 and 
24-inch lengths for bits up to 2 
inches. . . . Both tools packed in 
neat leatherette case. 


The ‘‘Setfast”’ 


Expansive Bit 


Easily thumbed barrel quickly ad- 
justs cutter... . Quarter turn of 
eccentric pin presses barrel against 
cutter to lock it. . . . Once locked 
cutter will not creep... . Wide, 
open throat clears freely, making 


boring considerably easier than is 


possible with ordinary expansive bit. 
. 8 pitch square thread on barrel 
and cutter makes 8 turns to inch 
rather than 24, which is common on 
most screw adjusting patterns. 
18 pitch screw point bores 18 turns 
to inch, while most expansive bits 
are fitted with 24 pitch point, boring 
24 turns to inch. . . . Two sizes: 
No. 5 bores 5% to 134 inches. No. 6 
bores 7 to 3 inches. ... Both 
tools highly polished and packed in 
convenient leatherette case. 


GREENLEE TOOL CoO., 


Rockford, Illinois 


Sales Offices and Warehouses — New York: 126 Chambers St. Boston: 63 Commercial Wharf. 
Philadelphia: 2401 Chestnut St. Canada: Richardson & Bureau, Ltd., 278 Craig St. West, Montreal 
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See ee a Rt 





HARDWARE AGE for JANUARY 31, 1929 











$1,00090 
ASH PRIZES 


Jor O-Cedar Dealers 
and Jobbers 








$5,000 in cash prizes will be given to 
America’s women for the best five-minute 
letters on “Why Every Housewife Should 
Use O-Cedar Polish Mops and O-Cedar 
Polish.” Contest starts March Ist—closes 
May 31, 1929. 

This big National O-Cedar Prize Contest 
will be announced and thoroughly mer- 
chandised for the three months in every 
section of the country, through a wide list 
of national magazines and newspapers. 
More than 25,000,000 people will read 
each month of this great O-Cedar prize 
contest. 

$500 will be awarded O-Cedar dealers and their 
clerks for the best letters on “Why Dealers Should 
Push and Display O-Cedar Products.” 

$500 will be awarded jobbers and their sales- 
men for the best letters on “Why Jobbers Should 
Push O-Cedar Products.” 

First prize in both classes will be $125. 
Second, $100. Third, $75. With one $20, 
two $15, five $10 and twenty $5 prizes. 








Here is money worth trying for. Make 
your letters short—the back of a postcard 
will do. Details of contest will be an- 
nounced later. 


O-Cedar has prepared a powerful assort- 
ment of display material and literature to 
carry this contest right into every dealer’s 
store. It will tie the dealer’s store up to the 
consumer and turn contest interest into 
O-Cedar sales. Here’s what the dealer gets: 
Window streamers announcing the contest, 
counter cards and window displays about 
the contest, and a leaflet covering rules and 
information about the contest which can 
be handed to customers or used as envelope 
stuffers. 


Be ready for your big opportunity. Deal- 
ers: Ask your jobber about the store dis- 
play material, literature, etc., without de- 
lay. Jobbers: Write us at once if you have 
not received full details. O-Cedar Corpora- 
tion, Chicago, Ill. 


(edar 


Polish 


Mops 
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HELPING YOU 
TO SELL MORE 
PRUNING TOO 


The “DISSTON” 

name on prun- ‘ 
ing shears, hedge 
shears and pruning 
saws will sell these 
tools for you, just 
as surely as it sells 
Disston Hand Saws 
in your store: 

For your cus- 
tomers know what 
the Disston name 
stands for. It is their guar- 
antee. They buy without hesita- 
tion. You sell without loss of 
time, make satisfied customers, 
satisfactory profits, and make the 
Disston reputation an asset of 
your own business. 

Today, when price competition 
is eating profits, the Disston line 
of pruning tools is the best line 
for you. Its reputation sells it 
without the need of closer 
margins. 


STOCK THESE LEADERS 


Some of the popular numbers 
in the Disston line of pruning 
saws, hand pruners, etc., are 
shown here. 


Henry Disston 


ware 


wr 
e 


California Style, No. 50—Shaped to 
the limb, sawing a larger surface at 
each stroke. Teeth, on concave edge, 
cut on draw stroke. Hardwood han- 
dle, shaped, with rounded edges and 
three brass screws. Blades, 12 or 14 
inches, 8 points, 1% dozen in box. 





Folding Style, No. 38—Handy and 
practical. Blade folds into slot in han- 
dle. Can be carried in pocket. Crescent 
shaped blade. Long, slender, 8-point 
teeth cut on either pull or draw 
stroke. Length, folded, 1234 inches, 
open, 1634 inches, blade, 91% inches. 
¥Y dozen in box. 





York State Pruner—Blued Disston 
Steel, 7-point teeth; length 20 inches; 


Published by HENRY DISSTON & SONS, INC., Makers of ‘The Saw Most Carpenters Use '"» PHILADELPHIA, U.S. A. Canadian Factory, Toronto 











| ton Steel. 





| cutting edge. 





NEW LINE OF DISSTON HANDSAWS 
MORE BEAUTIFUL, CUT FASTER 


ter clearance, better balance, bet- 
ter steel, better temper, and will 
give the user better service. 


Every saw in the entirely new 
Disston line is more beautiful 
than ever before, with a higher 
polish, a new handle finish, and 
other attractive features that 
mean more sales for you. 

And every one of these new 
saws will run with less set... 
cut faster . . . cut easier . . . and 
stay sharp longer, than any other 
hand saws ever made. They are 
true-taper ground, and have bet- 


You can meet every preference 
of the mechanic with the eight 
new regular pattern (standard 
width) saws and seven new light- 
weight (ship pattern) saws. Dis- 
play these new-style Disston 
Hand Saws, the modern saws for 
modern sawing. 





5 inches wide at butt, 1 inch at point; 
beech handle, varnished edges, three 
brass screws. 14 dozen in box. 





Disston Duplex No. 4—A Prof. Sears’ 
pattern, for which there is always a 
big sale. Toothed, 8 points, on both 
edges. Length, 17 inches, 21%4 inches 
wide at butt, tapering to a point. Hard- 
wood handle with three screws. 14 
dozen in box. 


os 


Disston No. 7 Tree Pruner—Blade 
and hook of hardened and tempered 
Disston Steel, accurately ground and 
extending into one-piece arms of Diss- 
Arms taper from hook to 
handle. Shape of hook gives blade a 


| true shear cut, which does not crush 


limb. Strong and efficient. Length 


over all, 2614 inches. 





No. 
Blade and hook forged from Disston 
Steel, hardened and tempered the Diss- 
ton way. Hook shaped to prevent slip- 
ping; accurately ground to give a keen 


Disston Hand Pruner 102— 


Blade heavy and sub- 





stantial. Finely finished. Length 9 
inches; length of blade, 2% inches. 1%4 
dozen in box. 





Disston Hedge Shears No. 30—The 
finest hedge shears made. Disston 
Steel blades, hollow ground, hardened 
and tempered, hold their edges. Per- 
fectly balanced, with handles offset to 
give a level, easy cutting stroke. Diss- 
ton special tension device does away 
with spring tension. Tang extends 
through handles, which cannot come 
off. Full polished blades, notched, with 
black handles. Made with 8-inch 
blades, 22 inches over-all; 9” blades, 
23” over-all; 10” blades, 24” over-all, 
and 12” blades, 26” over-all. 


The Disston line is complete. 
It gives you everything you can 
sell in pruning tools: saws of all 
types, hedge shears, vine pruners, 
hand pruners, tree pruners, utility 
pruners, hand pruning shears, 
grass shears, pole pruners, border 
shears, etc. Specify Disston when 
you order from your jobbers. 


Henry Disston & Sons, Inc., 
Dept. 1, Philadelphia, U. S. A. 


: Please send me, without obliga- ' 
! tion, your list of Disston Pruning | 
: Shears, Hedge Shears, Grass Shears, | 
: Pruning Saws, etc. 


: Name 
| St. & No. 
! City & State 
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An extensive national campaign is 
educating the mechanic to use the 
finest pliers — Kleins — standard 
“since 1857.” This national cam- 
paign means more sales for you. 
Tie up with it by featuring the 
Klein display board. 


Every man who comes in your store is a pros- 
pect for pliers. Electricians—carpenters— 
mechanics—all realize that the finest work 
demands the finest in tools—to them the name Klein means the finest in 
pliers. The familiar Klein display board should be on your counter. It will 
help you sell Klein pliers and will mean an additional profit for you if you 
are not already displaying Kleins. 


MATHIAS KLEIN & SONS 


3200 BELMONT AVENUE CHICAGO 
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Standardize on 


US. Poultry Fence 








US. 


“She Netting That 





©Then Watch 








Your ‘Profits 











Two-inch Mesh E¥ 


One-inch Mesh 


- the guess out of Poultry Netting Sales! 
Cut down your inventory! 
Increase sales and profits! 


Standardize on U. S. Poultry Fence---the orig- 
inal straight line netting! 


U. S. Poultry Fence is the only netting on the 
market today which fulfills every requirement 
and meets every demand of all buyers. 


Dealers everywhere find it easier to stock and 
handle; easier to sell. Its neat, compact rolls 
occupy about one-third less space than the 
average. It rolls out flat like carpet; cuts 
quickly, easily and without waste. 


NOTE: U. S. Poultry Fence is sold only through the regular 
wholesale and retail trade. If you are not familiar with the 
design and construction of this superior netting, let us send you 
FREE a miniature sample roll. Please address, Dept. HA, 


Indiana Steel & Wire Co., 
Muncie, Indiana 





: Grow! 


Its superiority discourages price competition, 
creates more sales, earns substantial profits. 


Each year more and more dealers sell U. S. 
Poultry Fence exclusively. They have found 
they can reduce inventories, do a greater vol- 
ume, and build permanent repeat business by 
concentrating on this fast-moving line. 










You, too, can increase sales by 
standardizing on U. S. Poultry 
Fence. Try it this 
year and watch 
your profits grow!’ 
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Your Copy of Catalog | 
Number\) 
is Ready 











etc 0 
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The New catalog No. 15 clearly ; 
illustrating and fully describing P| 
the complete Line of FrantZ 5 
Guaranteed Builders’ Hardware : 
is now ready for distribution. * 
Additions to the Line which 4 
have been made since the pub- M 
lishing of Catalog No. 14 are ¢ 
shown in this new book. You S 
will find every one of them com- é 

@ 


bines in its design the conve- 
nience and long wear features 
which are typical of all FrantZ 





Products — features that help a 
FrantZ Dealers build up a vol- e 


ume of profitable business. And 
there are no kick-backs to FrantZ 
Sales—every item is guaranteed 
to give satisfaction. 


Send for your copy of Catalog No. 
15 today! Use the Coupon below. 


FRANTZ MFG. CO. 
STERLING, ILLINOIS 











NO HARDWARE IS GENUINE FRANTZ 
QUALITY WITHOUT THE RED LABEL 
ee SURE oe CORK. 8 SAY i 
sag ee ee mg z 
FRANTZ MEG. CO. : 
DEPT. H-329 4 


STERLING, ILLINOIS 


Kindly send me a copy of Catalog No. 15 of Frantz Guaranteed 
Builders’ Hardware. 
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Links and Rivets 


CHAIN is as strong as its weakest 
link. So, too, the strength of any 
product held together by means of 
rivets is largely determined by the 
quality of the rivets used. Our rivets 
are made from special metal that in- 
sures maximum strength. Constant 
inspection keeps our Tubular and 
Clinch rivets uniform in quality. 


Pacific Coast Representative, 
J. T. McDEVITT, 
Postal Telegraph Building, 
San Francisco, California. 


Otpproved / 


——— by the keenest 
buying brains in the country 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


The larges t 
factory in the 
world devoted 
to the manu~ 
facture of 
Jubular and 
Chinnch Rivets 
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Keep Moving 
the Goods 


f 
Countless tons of hardware 
are regularly hauled from 
Manufacturers’ Plants. On 
t to the jobbers to be shipped 
’ to the dealers—who keep it 
‘ moving to a ready, waiting 
i market. 


This ready, waiting market 
is stimulated by the Dealer 
f —largely through the prac- 
tical merchandising stories 
and proven sales creating 
ideas furnished him weekly 
by his trade paper, Hard- | 
ware Age. 





va 
Hardware Age keeps mov- L/ 
ing the goods. 


} e ® 
/ — Hardware Age 
239 W. 39th St. 
[ New York City A 
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New Ideas _ 


—and new money-making 





merchandise awaits you at the world’s 
largest buying and selling center 


You will have no long trips 
to out-of-the-way factories. 
Not a minute wasted in 
fruitless search. Lots of 
time left for recreation. 


Plan now to come. Let us 
help you make your trip 
abroad more profitable and 
pleasurable. 


Let us tell you about special 
travel rates, special living 
accommodations, free visas, 
and generous, helpful serv- 
ice. Leipzig wants you to 
make money and_e save 
money. 





Tear off the coupon below 
right away and mail it to us. 
We'll send you full informa- 
tion. No obligation. Write 
now. 





Airplane view of part of grounds and exhibition buildings, Leipzig Trade Fair. 


Last spring, 185,000 buyers from 44 countries at- , 
tended the great fair at Leipzig. More than 2000 
American buyers found profit and pleasure here. 


They made money. They made friends. They had LEIPZIG TR ADE F AIR 


a thoroughly enjoyable time. 
More of them will be here for the 1929 Spring Gen- New York Office—11 West 42nd Street 


eral Sample Fair—March 3rd to 9th, or the great 
Technical Fair and Building Fair—March 3rd to pissintbnrinennannnenaneenent = 
13th. 


Come along with them. You will find a greater 
list of profitable purchases than ever before in the 
history of the Fair. 


a ROMA EE Bs us ay Pa ae | eee 
SSSI. NII SRR er maaaas: oe e a 
See Dt ae eC ht aS eG 


Leipzig Trade Fair, Dept. H-1A =o 
11 West 42 Street, N.Y.C. 


Gentlemen: Please send me a copy of the booklet ‘‘A save- 
money trip to the make-money Fair’’ which contains complete 
information regarding profit possibilities, special travel rates 
and your free service. 


You will see the wares of 10,000 exhibitors from 22 


a countries—300 exhibits of hardware and cutlery; 
% 900 exhibits of kitchen utensils, etc.; 730 exhibits ap ag oanar deen esa dacs 
oo of glass and chinaware; 880 exhibits of sporting pe er ae 
goods, etc. 
EEE Perel eer Tyr Ee Tere Eee PEPE ETRE Eee Tee ee 
You will save traveling time and expense. All the 
ON 6 a Asian d Sake sce cs scscesseece Ae paPeieeeeeeneee 


merchandise of Europe will be at your finger tips 
for inspection. 
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It never rusts. 
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Cortland Gray-wick 


Wickwire Premier 


The Zinc provides the neces- 
Your jobber will supply you 


Our Other Brands of Screen Cloth 


Cortland Black Enameled 
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Bronze Screen Wire Cloth 


is not affected by salt air, acids or gases. 
You cannot sell a more satisfactory wire cloth. 


White Metal Finish 
All brands of Wickwire Brothers Screen Cloth will be furnished this 


season in rolls of one piece each, also all brands will be furnished, in 
addition to 100 lin. ft. rolls, in 50 ft. and 25 ft. length rolls, without 


Cloth is still good after 24 years of service. 
extra charge. 
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Customers have written us that WICKWIRE BRONZE Wire 
This unusual service is the best proof of satisfactory wearing 


quality. WICKWIRE BRONZE is made from a special alloy 


of 90% Copper and 10% Zinc. 
Every operation from raw material to finished product is done 


under our own supervision. 
WICKWIRE BROTHERS BRONZE Screen Wire Cloth is 


sary tensile strength, as well as the ability to resist corrosion, 
always made from Full Gauge Wire. 


which rapidly ruins pure copper. 
after roll has withstood the severest climatic conditions. 


18 Mesh, in even inch widths 18” to 48”. 


roll. 
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Costs More 


Than Steel 
Wire Cloth, 


But— 
Difference 


More than 
In Serv 
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Returns 


PESSSSSSS SSS TESST SSSSSA STS SSS SSS SSS SSS E SSA SSS SSS SSSSSSSSASSSSSASSSSSSSSSSSSSSSSSSHSSSSSSESASS TESS ESE SES SRST Eee ee eeeae se 
SSS S SESS SSS SSS TS SSS SS SSSSS SSS SSS SSS SSSSSA SSE SSS SSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSE SSS SSH SESSSIS SHS SS see see ese es: 


PSSSSCKSSSTSSSSE SSS SSSA SSSTS SSSR SSKSSSS SSS ESRSSSSSSERAERSSSSESSSHESAESSSSEERASSESSSSERHERRREREREEESRERR SRE R EER eee eee 
PSSSSCSSSSSS SSS SSS SSSSSSSASSSSSSSSSS SSSA SSS SSSSSSSSSSSSSSSSSSSSRSSSKSSSSSSSSSESSSKSSSES TEESE RESTS EREESSSTS SSeS eseee sees 


TTTTTTETITILIL ILL LL ELLA kk kh hk detetledeteedliedeliadetbattetietbeddhediedtetdttetiadthcleldaeledidedtdeteetadedadetctdelalalde 


TUTTI ETT TTT ee 


TTT TT LL hh hl hide 


TTTITIILILIL LLL 







































































aA 


~en ae ee } 


= Rm : rat MW 


MS ak we 


ONE HUNDRED YEARS OF PROGRESS 
1829-1929 


COMPLETE stock of hardware anywhere 
in the Middle West 100 years ago contained 
perhaps 250 to 300 different items. 


/ 


} 



















































The greater part of such a stock consisted largely 
of “semi-raw” articles, such as bar iron, wagon 
and carriage stocks, sides of leather, etc., the 
remainder being made up almost entirely of 
cutlery and mechanics’ tools for turning these 
and other raw materials into finished products. 





In the passing from the stagecoach days to the 
present contest of the air, we have passed thru 
the most productive age of invention since the 
world began. During this period hardware stocks 
were subject to frequent, often radical, changes. 
The development of transportation systems, in- 
vention of labor-saving machinery, the harnessing of electricity, the 
advent of the telephone, the automobile, the radio; these and many 
others have made necessary frequent and often radical changes in 
stocks of merchandise as well as in methods of doing business. 





The original Geo. Worthington stock of some 500 items has grown 
to one of the largest and most complete in America. 





¢ What the future holds we can not predict. Inventive genius prob- 
‘ ably has but scratched the surface. Merchandise as well as busi- 
ness methods are due for still greater changes, but this company 
enters its second century keenly alive to its responsibilities and 
fully confident of its ability to keep a step ahead of the times and 
thus to serve the trade even better than at any time in the past. 


' The Geo. Worthington Co. | 
. Cleveland 
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Framing that sags and bends isn’t 
usually the fault of the carpenter. 
Often it’s the nails—nails that re- 
fuse to grip the wood, making it 
impossible to do a good job. 


Suchtroublesare unknown where 
Reading Cut Nails are used. Four 
sides—four gripping surfaces— 
give these nails their remarkable 
holding power. The heads of 
Reading Cut Nails stay on, and 
there’s no bending as the nail is 
driven in. 


From shingles to floors, there’s a 
Reading Cut Nail for every type 
of work. Order a supply today— 
you'll find that they bring in 
steady “repeat” orders from satis- 
fied customers. 








READING IRON COMPANY 


Tulsa 

San Francisco 
Fort Worth 
Seattle 
Philadelphia 


St. Louis | 


-»> Reading, Pennsylvania 
4 Atlanta Detroit 
Baltimore Houston 
Boston Los Angeles 
{ Buffalo New York 
q Chicago Pittsburgh 
j Cincinnati Cleveland 
4 








READING 





Cut NAILS 














Rugged strength and 
proven service are 
provided in the com- 
plete line of GRIFFIN 
Garage Hardware 
Sets-used by thought- 
ful builders every- 
wees. ss + F 





yanch Offices 


New Y. 45 Warren St. 
Chicago, 555 W. Randolph St. 


wey etd ye 
San Francisco, 703 Market St. 


NNSYLVANIA 
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CONFUSION 


Another Good Seller for You 


The Standard Drill Holder and Gauge 


HERE once was confusion in the mechanic’s shop is needs as easily as a smoker picks out a cigarette from the 
now neatness and order with the Standard Drill Holder package. 
and Gauge. Display this Drill Holder and Gauge well on your counter and 
- No more lost time in hunting for this or that drill. No more watch how it attracts the eye of almost every mechanic. This 
fussing and fuming. The mechanic picks out the drill he easily secured interest will lead to orders. 


New York: 94 Reade St. Fredk. Pollard & Co., Ltd., London 


Give: zw. [HE STANDARD JOOL (JQ. 7" 


Washington Blvd. Paris, France—Burton Fils. 
CLEVELAND 
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, _BABCOK 


We manufacture strictly Our New Victor Step 
Spruce Ladders. Ladder for home use is 
in a class by itself. 








Vie Tor 


Spruce properly AIR 


DRIED is superior to any Our line includes Ladders 
other material for ladder for every purpose. We 
construction. ‘ pay the freight. 














W. W. Babcock Co. 
Bath, N. ye Extension Trestle 
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Common Painter's Trestle 


Extension 
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Allith-Prouty 


Garage door hardware that operates so surely, 
so smoothly that owners never give it a second 
thought—that’s Allith. 

















You'll find Allith’s on the job long after the 
price has been forgotten. 






Rigid standards of treating materials, excel- 
lence of design and severe tests put Allith 
products on the market with no apologies to 
offer. Allith hardware of today is the crystal- 
lization of years of experience and cor- 
rect design. 







ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 


Manufacturers of 
Airport ae ne 
Garage Door Hardware Spring Hin. Overhead Carriers 
Rolling Ladders Fire Door SeGwene Door Hangers 








He Advertised in the Right Medium 


This man wanted to represent a good hardware manu- 
facturer—he told his story in the Classified Opportunities 
Section of Hardware Age— 

A nationally known company replied to his advertisement 
and he secured a desirable position through advertising in 
the right medium. 

Hardware Age is noted for quick results—try it—send 


your ad to— 
Classified Opportunities Dept. 


Hardware Age 239 W. 39th St., New York 
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How Do You Buy 
Liability Insurance? 


Do you “buy” your Automobile and Workmen’s Compensation insurance .. . or is it “sold” 
to you? Send for the names of a few of our policyholders ... write to them ... they will 
tell you how the American Mutual saved them $22 out of every $100 of their insurance 
premiums last year —(we have always paid dividends of 20% or more for the past forty- 
two years)— their experience will assist you in making up your mind as to whether you are 
getting the utmost protection at the least cost... just fill out and sent in the coupon below. 


Compensation « Automobile Insurance 


Policyholders have saved thousands of dollars ... and this, the strongest, 
largest and oldest mutual liability insurance company in the world has given 
them, quick, efficient service. 


In fact, American Mutual service is of such high quality that 96% of its poli- 
cyholders renew their policies year after year. 


As a part of its service to automobile policyholders, the American Mutual 
helps prevent accidents. Its engineers have worked with truck fleets that have 
averaged one accident every 4,000 miles. They have instituted systems of 
sdfety that have improved these records to the extent that some fleets now 
average only one accident every 150,000 miles. 


Write for a representative list of our policyholders and let them tell you about 
American Mutual service, stability and saving. 


AMERICAN MUTUAL LIABILITY INSURANCE COMPANY, Columbus at Berkeley St., BOSTON 


Ameriean 







To the American Mutual, Columbus at Berkeley’St., Boston 


Please send me a list of your Workmen’s Compensa- 
tion O or Automobile 0 policyholders in the following line 
of business ( ; 


gg 
< 





: , Nemes oo ee ere 
Write today for full information about this, the Company . en 
strongest, largest and oldest mutual liability in- a ae Fy 


surance company in the world. MAIL THIS COUPON TODAY 
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MYE P SELF-OILING 


A REGISTERED TRADE NAME 
FIG. 2492 




















POWER PUMPS 
‘She Dependable Line 


or DeepWells 


{Take Off Yourlat 1) 
Ki Se euEtat = 7 


MYER: Y, 
PUMPS ‘WATER SYSTEMS -HAY TOOLS -DOOR HANGERS 



































NMISTAKABLE evidence appearing in 
the feature illustration at the left reveals 
the reasons for the marked success of 
Myers Self-Oiling Deep Well Power Pumps. 
Here is an outstanding example of modern 
pump mechanism typifying progress in design 
and construction that means an entirely dif- 
fe-ent standard of water service. 










Simplified installation, elimination of wear 
and breakage, prevention of accidents, greater 
volume of water, lower power consumption, 
minimum of care and attention, lower opera- 
tion and maintenance costs, prolonged service 
years—all of utmost importance—are realized 
to the fullest extent in Myers Self-Oiling 
Deep Well Power Pumps. 














And dealers the world over have been 
quick to recognize the merits of this master 
built line of Myers Self-Oiling Deep Well 
Power Pumps and are taking advantage of 
the multiplied opportunities it presents for 
increased business and profits. You, too, are 
interested. You will want to know what this 
inimitable line offers. Its spread and its limi- 
tations—its exclusive improvements and their 
value to you as a trade asset—we are anxious 
‘to have you get com- 
plete information and 
the best way to do 
this is to write us for FIG. 2358 
catalog and prices, or 
request us to have one 
of our representatives 
see you in the near 
future. 
























THE F, E. MYERS & BRO.Es. 


ASHLAND, OHIO. 
PUMPS + WATER SYSTEMS = HAY TOOLS : DOOR HANGERS 
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|@¢ Week of Na 


: Jan. 27th to Feb. 2 
“You may imitate, bul 
NEVE counterfeit. a 


—BALZAC 


Gun designing calls for 
genius coupled with long 
experience and the prac- 
tical ability to turn the 
genius’s idea into a 
‘|| manufactureable form. 
‘|| This combination is 
‘|| rarely found. Hence the 
» || tendency to imitate the 
masterpieces among fire- 
g arms. You may imitate, 
3 "|| however. and never coun- 

|| @n actor on the stage 
can imitate a famous 
character. But he can- 
not duplicate his quality 
of soul. An imitator of 
gun mechanisms may re- 
produce a gun fo all 
appearances, but he can- 
||| not duplicate the inbred 
: {| quality of metal, the utter 
2 =| perfection of parts and 
assembly, sureness of 
operation. and ability to 
withstand the exceptional 








tests which characterize 
the original gun. 








WINCHESTER 
Model 12 


“The Perfect Repeater” 


E cannot blame the impulse to 
imitate this masterpiece among 
firearms. Its proved perfection is 
indeed a goal towards which to 
strive. We can, however, and do 
censure those, whether manufac- 
turers or distributors, who would 
offer imitations to their customers 
as “‘something just as good.” 


Take a number of these imitations 
entirely apart, mix up their parts 
and try to put them together again. 
You will see a difference then. 
Shoot both imitation and original 
under the same conditions, and note 
their results. You will see a 
difference then. Examine the guns 
and test their operation after sev- 
eral years of service. You will 
see a difference then. Consult the 
owners’ of these guns and question 
them as to their satisfaction. It is 
then that you will find the very 
greatest difference. 


It is wiser, is it not, to foresee these 
differences and to realize, in advance, 
how utterly unlikely it is that you can 
offer any customer a repeating shot- 
gun “as good” as the Winchester 
Model 12. Always look for the “Win- 
chester Proof” mark. 


WINCHESTER REPEATING 
ARMS CO. 
New Haven, Conn., U. S. A. 


New York Office and Display Room 
312 Broadway 
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prdbware dealers Ci tie up ah 
. ATKIN’'S 
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= tional Advertising. 


in es to mil- in many farm publications. Saw users everywhere know 
8 including the car- that Atkins Saws are the Best Value for One's Money. 


our dealers’ helps, consisting of 


Ask for Atkins New display material, cards, signs and, 


256 page catalog, de- to place in your window to sho 


scriptive of the com- 
plete Atkins line? ing public that you have 


Sree. Saws for sale. 


‘Home Office and Factory 
is Street, INDIANAPOLIS, INDI 
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In This Issue 


HE three prize winning let- 

ters from retail hardware 
store clerks appear in this issue 
of HarpwarE Ace. Together 
with the analysis of Russell J. 
Atkinson, one of the judges, 
they make about the most in- 
teresting reading along this 
line that has appeared in some 
time. Turn to page 26. 

Next weck’s issue will be the 
Spring Buying Number. Some 
of the best features of the year, 
from pens of actual retail hard. 
ware men, will appear in that 
issue. Watch for it. 


What They Say About It— 


HARDWARE AGE is my only means 
of keeping in touch with conditions 
generally avith the trade, other than 
my regular trips over my territory, 
and I enjoy especially the items 
with reference to buyers and sales- 
men movements. 

Yours very truly, 
(Signed) R. Sory BArey, 
Nashville, Tenn. 





I received many helpful ideas 
from HARDWARE AGE. 
(Signed) M. A. Martin, 
De Witt, Iowa. 





We appreciate Mr. Jowitt’s series 
of show card lessons. Our cards and 
price tags show a marked improve- 
meni. 

(By) H. C. ScHwerinc, 
Palmyra, N. J. 

















Member of the Associated Business Papers 
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McKINNEY 


is the first hardware manufacturer 
to put a weekly program 


“On the Air’ 


N Sunday, February 3rd, at 4:30 P. M. 

Eastern Standard Time and 3:30 P.M. 
Central Standard Time, the McKinney Mu- 
sicians make their initial bow to air audiences 
of more than nine million people. 


Thereafter every Sunday afternoon, these 
wonderful musicians will entertain this 
huge audience. 


Inseparable from this entertainment will 
be the1929 McKinney sales message, 
“Select your hardware early.” 


Recorded results since broadcasting began 
show that the response to this program will 
be definite and immediate. This enjoyable 
weekly entertainment will create more and 
more good will for the McKinney hard- 
ware and the stores that feature it. It will 


introduce a new force into hardware selling. 
People will walk into the hardware store 
already persuaded of the importance of 
selecting good fittings. It will be easy to sell 
them the right product. There is a wealth 
: of sales helps waiting for you to help associ- 
ate the name and location of your store 
with your local station. There is a magnifi- 
cent window display —booklets for your 
customers, poster stamps for your station- 
ery, newspaper advertisement electros for 
you and regular weekly supplies of ideas 
and sales helps. 


Order this material NOW —and get your 
share of this great radio feature publicity 
from the start. McKinney Manufacturing 
Company, Pittsburgh, Pa. 


MCKINNEY 
HARDWARE 
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WINDS 


By Liew S. SOULE 


Be ae 


An Era of Opportunity 


more than anything else today is less tradition 

and more sound thinking; more courage to 
face facts and conditions; less unwarranted pessimism 
or over-optimism, and more thoughtful attention to 
the science of merchandise distribution. 

Tradition as a business guide is as obsolete as the 
quill pen or the warming pan. A manufacturer, whole- 
saler or retailer can no more conduct his business on 
the basis of twenty years ago than he can sell horse 
shoes to motorists or ox yokes to modern farmers. 
Whether we concede it or not, people generally have 
changed their buying habits; their wants are not the 
same as they were a few-years ago. They demand new 
merchandise and new methods, and they have the 
power to enforce their demands. 

But—there is nothing in that fact to discourage the 
independent merchant or fill him with pessimism. He 
has changed his own method of living; he can as 
readily change his methods of merchandising. There 
is no mystery about it, and there are plenty of proved 
examples for him to pattern by. 

Also the change in living has been in the main a 
quality change. People have better homes, better ap- 
pliances, better transportation, than ever before. They 
dress better, live better and have more money to 
spend. Naturally, therefore, there is more opportunity 
for the merchant who sells dependable quality and 
the service which goes with it than at any time in our 
history. Not much basis for over-pessimism in that, is 
there? 

At the same time, however, there is no basis for the 
type of over-optimism that blindly says: “I’ve got 
quality. and service and all that I have to do is to sit 
tight and wait for business to come in.” Such a course 
is too much like that of the optimist who orders a 
twenty-dollar dinner and expects to pay for it with the 
pearls he finds in his oysters. 

Quality and service must be merchandised from 
clean, well lighted, well advertised and well arranged 
stores. They must be backed up by knowledge and 
efficiency. They must be accompanied by well dis- 
played assortments of competitive articles, also well 
advertised. They must have the assistance of good 
window displays and real bargains to draw people 
into the store. Finally they must have the aid of in- 


W tree the hardware industry as a whole needs 


telligent salesmanship. All of these things are within 
reach of the worth-while independent hardware mer- 
chant who determines to have them, and lets neither 
over-optimism or unwarranted pessimism interfere 
with that determination. 

Stores must be put on a modern basis. The old type 
of hardware store cannot continue to win or hold 
trade. The open display of merchandise is no longer 
optional—it is necessary. Inefficient hardware clerks 
must either become efficient or go; the business will 
no longer carry the burden of inefficiency. But—you 
say, the chain stores have inefficient clerks. In most 
cases, yes, but the hardware merchant’s success rests 
upon sales of quality merchandise which he is fitted 
to sell. Hardware sales forces must contain salesmen, 
not clerks. Chain stores depend upon rapid turnover 
of goods which are bought by people, not sold to 
them. Chain store clerks need only to know how to 
be courteous and how to wrap packages quickly and 
neatly. Hardware stores are not geared to such busi- 
ness. They could not exist on that type of business 
alone. Chain stores carry low priced demand mer- 
chandise of every possible kind. They are general 
stores for that kind of merchandise. Hardware mer- 
chants are specialists in hardware and allied lines, 
and they must sell in order to succeed. 

What we need, then, is practical optimism; the kind 
that recognizes facts and conditions, but also realizes 
that the independent hardware merchant can exist and 
prosper if he does his job well. This is entirely dif- 
ferent from the over-optimism, which reasons that the 
new competition is only temporary, and that all the 
merchant has to do is to wait for the customer to re- 
vert to old buying habits. It is also radically different 
from the unwarranted pessimism of those who see 
nothing but disaster every time they encounter any 
kind of competition. 

The substance of the whole matter is that the present 
era of competition is making better merchants out of 
a large part of the hardware industry, and is weeding 
out those who cannot or will not discard musty tradi- 
tions in favor of efficiency and progress. 


It is an era of opportunity in which the wise mer- 
chant. will sidetrack over-optimism and foolish pessi- 
mism, and concentrate on his business. If he does, his 
competitors may have real cause to be pessimistic. 
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DENVER Gets Acquainted with 
HENRY BROWN 


Mountain States Hardware and Implement Association 


Studies the Problems of the Dealer 


HE twenty-seventh annual con- 

vention of the Mountain States 

Hardware and Implement Asso- 
ciation held at the (osmopolitan Ho- 
tel, Denver, Jan. 15, 16, 17, was one 
ot the best ever sponsored by the as- 
sociation. It was ably presided over 
by President Ed. Troxel of Denver, 
assisted by that efficient secretary, Will 
W. McAllister of Boulder. There was 
an exceptionally good attendance at 
every session, and the discussions were 
interesting and instructive. 


Among the guests were Herbert P. | 
Sheets, managing director of the Na- | 
tional, Association, George M. Gray, | 
Coshocton, Ohio, past-president of the | 
Natianal, and Llew S. Soule, editor of | 


HARPWARE AGE. 





W. W. McALLISTER 
Secretary 











The H. I. P. Club, an organization 
composed of salesmen representing the 
manufacturers and jobbers of hard- 
ware, implements and paints, looked 
after all the entertainment features 
and did a real job. The banquet and 
entertdinment under its auspices was 
the social event of the convention, 
with more than 600 in attendance. 

The theme of the convention was 
“Henry Brown” hardware merchant, 
and the discussions were along the line 
of those at the last National Retail 
Congress. 

As President Troxel said in his open- 








ing address, “we have assembled to | 
| houses. 


make a survey of the various problems 
which confront the hardware mer- 
chant; an outlined program has been 
prepared in a masterful way by the 
National Secretaries Association, and 
will be used as a basis for the dis- 
cussions.” He then discussed various 
phases of the association work, ending 





B. F. EARLY 


New President 











with the statement that the drift of | 


every department of the business and 


industrial world is toward system and | 
method, and that every merchant who | 


expects to succeed must fall in line. 
“We must know what our competitors 
are doing,” he said. “Some men are 
always trying to find the flaws in the 
methods of their competitors. I do 


not know why business men concen- | 


trate on this weak point. Never mind 
what your competitor is doing that is 
wrong, but give attention to what he 
is doing that is right. Find out his 
successful policies, and then try to ap- 
ply them to your own business.” 

Following President Troxel, Secre- 
tary Sheets of the National associa- 
tion, gave a general outline of the 
convention theme; describing Henry 
Brown and the general conditions sur- 
rounding him. 


He was followed by Llew S. Soule, | 


editor, HARDWARE AGE, who spoke on 
Henry Brown’s competition, as_ re- 





Hected in chain stores and mail order 
He brought out the weak 
points and the strong points of the 
retailer, and insisted that there is a 
real opportunity for the independent 
hardware merchant who is efficient and 
energetic. 

Mr. Soule also acted as a “pinch 
hitter” during the following sessions, 
while Secretary Sheets summed up 
each session. 

Each session had its particular theme, 
with ten minute talks by dealers. The 
first session theme was “Buying for 


| Profit.” John Valentine, Boulder, dis- 
| cussed the sub-theme, “Study Your Cus- 


| 





tomers and Your Competition.” Al. 
Bronson, of Trinidad, talked on “Con- 


| centration of Buying and Discounting 





ED TROXEL 


Retiring President 











of Bills’; Ned Brown, of Burlington, 
spoke on “Working with the Wholesaler 
Who Works with You,” and John W. 
Schroeder, of Cheyenne, Wyo., dis- 
cussed the use of merchandising plans 
and stock control. 

At the second-day session, George 
M. Gray of Coshocton, Ohio, made the 
opening address entitled “Operating for 
Profit.” He declared that business 
men are too anxious for volume, and 
are not paying enough attention to 
profit. A system of business control, 
he said, is necessary. He also said 
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that he had little sympathy for the 
hardware dealer who kicks merely 
because competitors are getting busi- 
ness through the use of better methods. 

There were ten-minute talks by Ted 
Harding, Canyon City, Llew S. Soule 
of the HarpwaAre AGE, and others on 








LLEW S. SOULE 











them themes of merchandise pricing, 
and the training of sales people. 

At the noon luncheon, R. W. Car- 
ney, Coleman Stove & Lamp Co., de- 
livered his very interesting address, 
“Welding the Weakest Link,’ which 





! 
| 
| 
| 





deals with the education of the retail | Vice-President, George O. Roberts, 
clerk. | Clovis, N. M.; Secretary-Treasurer, 
The third session theme was “Plan- | W. W. McAllister, Boulder, Colo. 

ning for Profit,” which was discussed | Directors: B. F, Early, Laramie, 

Wyo.; J. O’Byrne, Walsenburg, Colo. ; 
A. M. Rhodes, Yoder, Wyo.; J. F. 
| Schmidt, Delta, Colo.; D. S. Nevius, 
Lamar, Colo.; E. W. Hanson, Denver, 











GEO. O. ROBERTS 
Second Vice-President 











by the dealers and the discussions 
summarized at the close of the session. 


The final day’s session was devoted | 














Advisory Board: George O. Roberts, 


exclusively to subjects pertaining to | H. P. SHEETS 
implements. 
The officers elected to serve the as- | 
sociation during the coming year are | Colo. ; H. N. Ross, Montrose, Colo. 
| 


as follows: 


President, B. F. Early, Laramie, | Clovis, N. M.; Ned R. Brown, Burling- 
Wyo.; First Vice-President, J. O. | ton, Colo., and EF. M. Troxel, Denver, 
Schroeder, Cheyenne, Wyo.; Second | Colo. 








HER, 


Sera. bee 


ie 
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those who stop to inspect the merchandise. 





play was used by a hardware store of Newark, 
N. J. The draperies at the back of the window 
and the hatchet display panels center attention while 
the display card plants a timely thought in the minds of 


oe excellent saw, axe and hatchet window dis- 


Prices are plainly shown. The use of logs and the 
choice of items in the window did much to add to the 
effectiveness of the display. Attention is directed to the 
neat, legible cards and tickets. 
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Estill Meek Wins Grand Prize | 








Estill Meek was awarded the grand prize in the recent HARDWARE AGE 


Clerks’ Contest. 


His letter appears in full on these two pages. 


Mr. 


Meek, employed by Cloverdale Hardware & Implement Co., Cloverdale, 
Ind., has studied the retail hardware business, is studying and will con- 
Truly he typifies the thought “America’s Hardware 
Clerks ARE Thinking.” 


tinue to study. 


OT unlike all other forms 

commercial venture, there are so 

many interesting things which 
might, and perhaps should, be said 
about the hardware business that one is 
at a loss as to what is most vital. In 
discussing any subject, however, his- 
tory command special attention, not 
merely because it proves certain things, 
but because it furnishes a basis for fu- 
ture predictions and assumptions. Let 
us, then, look backward over the past of 
the retail hardware business, and note 
the transformations. 

In the past, there were comparatively 
tew hardware stores. Hardware was 
sold chiefly through regular channels, 
and the folk who bought the hardware 
were plain and commonplace and much 
easier pleased than are the people of 
today. The consumer bought his re- 
quirements at the nearby store, accepted 
the statements of the dealer as truthful, 
and, in fact, was seldom dissatisfied. 
Ideas were not changing so rapidly then 
as now, and the public was rather con- 
servative, buying the things most essen- 
tial, and, usually, commensurate with 
their incomes. 


Vastly Different Today 


Today, conditions are vastly different. | 


Hardware is now being sold in drug 
stores, grocery stores, jewelry stores, 
five and ten cent stores, garages, and, 
indeed, where not? The profitable items 
are being featured by those fellows, 
and the unprofitable ones left to the old 
hardware merchant. The daily paper, 
the radio, automobiles, and the many 
other various means of contact and 
communication all contribute to place 
every retail merchant in a highly com- 
petitive field. The three R’s of modern 
times may well be known as “READ- 
ING, RIDING, and REMINISCING.” 
The public likes to buy from large and 
modern stocks, they know where these 
may be found, are familiar with the 
best prices, and are really exacting. 
Then, too, installment selling entails 
certain hazards, unless prudently han- 
died, so the modern merchant must be 
resourceful to a degree formerly un- 
necessary, if he is to succeed. 

During my hardware experience I 


of | have made certain observations. 








I have 
found that the unsuccessful hardware 
dealer, wherever he may be, is a char- 
acter who, unfortunately, has gotten 
out of step with the rest of the world. 
He stocks merchandise that appeals to 
him, and does not ascertain whether or 
not the buying trend is in that direc- 
tion; he buys almost anything in his 
line if the price is attractive, without 
regard to his present stock; he tries to 
divide his business with a number of 
manufacturers and jobbers under the 
impression that in so doing he encour- 
ages competition and holds prices down; 
lets merchandise remain in stock long 
enough to become dirty and obsolete, 
rather than move them at a sacrifice, if 
necessary; expects any employee to 
work in any and all departments with 
equal and satisfactory efficiency; over- 
sells some merchandise by promising 
more than even the manufacturer claims, 
at times; fails to maintain a stock which 
has an appeal to the entire family; 
quotes different prices to different 
people on the same goods; advertises 
spasmodically.; his display of the better 
articles of his line carry no appeal; 
and last, but not least, he fails to 


| collect for all merchandise. sold. 


—And the Successful Dealer 


Likewise, | have found the successful 
dealer runs more or less true to form. 
He stocks the things which the public 
is manifesting an interest in; he buys 
modestly, or in direct proportion to his 
requirements; he patronizes only those 
concerns which are reputable, giving 
them his business and in return demand- 
ing the best possible prices, he con- 
centrates all his selling efforts on the 
best lines available, avoiding the em- 
barrassing situations which many times 
arise when asked what line he would 
most earnestly recommend, as well as 
being in a position to render real ser- 
vice on the goods sold; he holds cer- 
tain employees responsible for certain 
things, thus fostering efficiency by in- 
jecting the personal and human ele- 
ment into the business; carries mer- 
chandise of interest to all the family— 
keeps all the family coming to the store ; 
he never betrays a trust the public re- 





poses in him; he is interested in any- 
thing that is beneficial to the commu- 
nity regardless of what his personal 
sentiments may be; consistently and 
forcefully advertises, confining all state- 
ments to the genuine truth; displays 
in a manner that attracts, and even com- 
pels attention; and, finally, gets the 
money for all goods sold. 


The Biggest Line in the World 


Hardware is perhaps the biggest line 
in the world. It contains articles used 
by the people of every walk in life. It 
is one of the most essential industries 
in the world. Even with the various 
other lines picking up the more attrac- 
tive hardware items, what inconveni- 
ence would the public experience were 
there no hardware stores? Aside from 
this, so much progress is being made 
in inventions and modern conveniences 
that it is fascinating to get all this mat- 
ter first hand. The present hardware 
dealer, if successful, is an extremely 
modern man. He must be abreast of 
the times to such an extent that he can 
be authority on the lines he handles. 
He fills a very important and envious 
position in every community. He is 
almost indispensable. and because of 
this fact, if he is alert, ambitious, and 
resourceful, there can yet be some profit 
derived from the retail hardware game, 
in spite of all the mean competition af- 
forded by certain “Outlaw” retailers. 


Observe the “Outlaws” 


Some of our hardware men wail about 
the other fellows stealing their business, 
and then reconcile themselves by saying 
that most of the items lost were un- 
profitable, anyway. Say! Are thieves 
apt to continue stealing something of 
no value? Are the hardware dealers 
going to confess that those fellows, with 
no experience in the hardware field, 
can profitably handle merchandise that 
the old hardware dealers were losing 
money on? And rest assured these 
“Outlaws” are making some money on 
these items, else they would drop them. 
Something is wrong here—and_ that 
something is merely the tactics used in 
selling. Observe their manner ot do:ng 
the thing. 

I have some personal ideas regard- 
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ing the conduct of a retail hardware 
business under present conditions. 
Whether or not they would be effective 
yet remains to be seen. Daily contact 
with the. public, meeting them on the 
floor, and getting from them, direct, 
their ideas and conceptions of mer- 
chandise, service, and price, and by 
more or less persistent and systematic 
reading, together with observation of 
the dealers around us here, both suc- 
cessful and unsuccessful, have been the 
hasis of these ideas. 

I believe the buying public appre- 
ciates new, clean merchandise. Rather 
than let merchandise become unsightly 
and obsolete, I would dispose of it at a 
sacrifice, rather than permit its accu- 
mulation. The public is apt to form 
the impression that the merchant who 
continues to show the same article, in- 
definitely, is not selling goods and is ac- 
cumulating an out-of-date stock, and 
will soon be going elsewhere to trade. 


Intelligent Buying 

Careful observation and conversation 
will reveal, very readily, the general 
trend in what is demanded. Stock that 
merchandise in such quantities as you 
can dispose of and give you the normal 
turnover. Better be out of something, 
sometimes, and leave the impression 
that you are doing some business—that 
will have its psychological effect of 
bringing people where they feel others 
are buying—than have your money tied 
up in dead stock which looks the pub- 
lic in the face and tells them in unmis- 
takable terms that you are a poor busi- 
ness man. The public admires and re- 
spects a good business man, and a good 
business man sells goods. 

I would buy only such merchandise as 
I felt reasonably sure I needed in the 
near future, unless, of course, I had 
ample reason to believe prices were due 
for a sharp advance on that particular 
merchandise. If one’s stock is ade- 
quate, an attractive price should not 
allure him into excessive buying. This 
has caused many failures} and will 
cause many more. Turnover is the only 
thing that produces profit in the final 
analysis. If I felt it advisable to buy 
for future shipment, as is frequently 
necessary, I should require a guarantee 
against a decline in the market on the 
particular goods ordered. 


Study Buying 
I would confine my buying to manu- 


facturers and jobbers of good repute. 
[ would give as much of my business to 





such particular ones as I felt could and! 
would best and most adequately serve 
my needs. 
the best prices available, fulfill every 


obligation to them I assumed (both ex- | 


pressed and implied) and in return for 
such loyalty on my part, I would ex- 
pect as liberal treatment from them as 
it was possible to obtain, anywhere. [ 
have no doubt but that I would receive 
everything I expected. I would deter- 
mine, to the best of my ability, which 
lines of merchandise available were 
best suited to my trade, and then con- 
centrate on those particular lines. | 
would not try to sell a dozen different 
makes of electric washer. I would sell 
one, I would know the “ONE” I was 


selling, and I'd tell the world about that | 





. HAVE found,” says Estill 
Meek, winner of the Grand 
Prize in the Clerks’ Contest, 
“that the unsuccessful hard- 
ware dealer, wherever he may 
be, is a character who, unfor- 
tunately, has gotten out of step 
with the rest of the world. He 
stocks merchandise that appeals 
to him, and does not ascertain 
whether or not the buying trend 
is in that direction. 
Read his illuminating article 
as well as the winners of second 
and third prizes on these pages. 











washer, too, believe me. The more 
business one gives a jobber, the better 


will be his position (and inclination) | 


to give service and prices. 

I would select help with regard to 
qualifications and ability to produce, 
and make that help representative of 
my ideals. I would pay them in pro- 
portion te my prosperity in business, 
thereby creating a personal, definite in- 
terest on their part. I would take them 
into my confidence, give them the ad- 
vantage of any experience I may have 
had, hold store meetings, ask them for 
criticisms, commendations, views, and 
suggestions. I would place all my cards 
upon the table, and ask them to do the 
same. There would be perfect under- 
standing among all of us, so far as I 
was able to make it so. I would keep 
them apprised of the various market 
changes and possibilities, and would try 
to make of each employee ‘an asset to 
the business, and not merely a numb- 
skull who is good for. nothing but 
weighing nails and building fires. If I 


I would demand of them | 


| 


j 


| 








e | in the Letter Contest for Clerks 


prospered, | would give my help due 
credit, and if | failed, | would take my 
full share of the responsibility. The 
class of help employed in some hard- 
ware stores, and the mutual relations 
between employer and employees, is, to 
my mind, one of the greatest causes of 
that store’s failure. 


Encourage Specialization 


I would encourage — specialization 
among my help, and extend responsi- 
bility wherever possible. I would en- 
courage my radio man to learn all he 
possibly could about radio, and become 
as nearly expert as possible. I would 
assign someone to stoves and ranges, 
and encourage them to become extraor- 
dinarily familier with this merchandise 
and all things pertaining to them. | 
would make someone responsible for the 
success or failure of certain lines, and 
give them all the cooperation possible. 
Of course, [ would expect everyone to 
help everyone else in whatever manner 
they could, but, generally speaking, | 
would have my help working at the 
things they seemed most adapted to, 
and I will wager there would be some 
efficiency in all the departments, instead 
of the confusion which usually prevails 
where the proprietor tries to be the 
whole bag of tricks and uses his help 
only for dray horses, trying to keep as 
profound secrets all the business-trans- 
actions of the firm. Such a policy as 
1 have suggested cannot help but build 
up mutual good will, confidence, create 
interest and enthusiasm, and bring busi- 
ness to the firm. 


—And Advertising 


I would advertise systematically. reg- 
ularly, and truthfully. I would endeavor 
to be just a jitmp ahead of competition 
in announcing or advertising oil stoves 
or any other article I was featuring. 
Some one of my organization would 
write the advertising and have charge 
of displays, thus avoiding confusion 
and misunderstanding in regard to the 
merchandise advertised and thereby get 
ful benefit of the advertising—show the 
things advertised. Advertising should 
be just a trifle different from the gen- 
eral run, to be effective, and should be 
seasonable. The same thing will apply 
to displays—make ’em different. 


Overselling Is a Mistake 


I would know as much about the mer- 
chandise I sold as it was humanly pos- 
sible to learn. I would have my talking 

(Continued on page 64) 
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America’s HARDWARE CLERKS 
ARE Thinking 


An Analysis of Clerks’ Contest Letters 


NE of the most trying jobs 
QO is to be the “Yes” or “No” 


man or as is more commonly 
known, the “Boss” of a business. 

[ personally do not like the word 
“Boss” as I like to think of a busi- 
ness institution as plural and com- 
posed of clerks and manager both 
playing the game to win, for busi- 
ness is a game, and the invested 
capital simply one of the elements 
which make the business game pos- 
sible. 

As I approach the subject which 
I am presenting to you, please feel 
that it is rather in the capacity of a 
manager than a boss. 

This confession has been brought 
to light solely from the fact that I 
have been -selected as a judge to 
review and analyze the letters sent 
to THE HarpwareE AGE in response 
to their invitation broadcast to 
clerks to write their views of those 
things which would improve the 
hardware business and have it re- 
ceive greater public patronage. 

I spent a full day reading the 
most interesting letters it has ever 
been my privilege to read and I am 
sure that a closer cooperation with 
the store force would be to a greater 
advantage to the head of the con- 
cern and also to the industry as a 
whole, for as the individual store 
prospers so will the industry out- 
step the present tremendous compe- 
tition for a change in the distribu- 
tion of its wares. 


Urge Careful Study 


I will make no individual criti- 
cisms of any of these letters but 
would urge as these letters are pre- 
sented in the pages of this magazine 
that you give them careful study, 
for they show in most cases that 
the authors are well up on the sub- 
ject they are writing about and 
many of them show much studied 
thought. 

There are some _ outstanding 
thoughts that are threaded through 
this mass of letters that it might 
be well to emphasize. 

In the first place it is very strik- 





ing that there is no complaint of 
hard work. 

The grumbling clerk either hasn't 
written or doesn’t care and the fel- 
low that doesn’t care should have 
his case presented only after the 
ones that do care have had our at- 
tention. 

The next outstanding appeal you 
find in the letters is the desire on 
the part of the clerks for store 
meetings. 








R. J. ATKINSON 














This desire for store meetings is 
met with in different forms but as 
I sense it they see in meetings of 
this kind a chance to learn more 
about the business, more about the 
merchandise they sell and above all 
to present some of the experiences 
they daily encounter and for want 
of a suitable opportunity very rarely 
are passed along and aired for the 
general good of the concern. 

Almost daily I meet men who tell 
me how big an advantage it has 
been to them to attend association 
meetings and conventions and min- 
gle with and exchange views with 
their fellow dealers and there are 
many who attribute their business 
success to that inspiration. 


| ment in 





By R. J. Atkinson 


I wonder whether a constructive- 
ly planned store meeting would be 
appreciated and what benefits would 
be on the store morale and profits. 


What They Think of the Boss 


Another easily discernible thread 
woven into these letters was the way 
most clerks praised their bosses. 

Very little opportunity is ever af- 
forded employers to find out how 
they are regarded by their clerks. 

These letters show that in many 
cases employers’ dealings and ac- 
tions are more highly regarded than 
in my opinion many have any idea 
of. I wonder how many bosses 
think of the reaction on employees 
of their decisions. 

From my contact with many 
hardware stores the clerks’ views on 
store and stock arrangement are far 
ahead of the store example set by 
the boss that I often see in my 
travels, and I wonder if some bosses 
would take a vacation and the 
clerks given a free hand to change 
store and stock arrangement during 
their absence what results would be. 


During the past year I have been 
obliged to be away from my busi- 
ness during long periods and have 
never been in the habit of leaving 
any very extensive program to be 
followed, rather depending on my 
employees to use their best judg- 
making decisions when 
necessary. 

I do not consider it an indictment 
of my business ability to say that 
the business has prospered under 
this arrangement but rather that-my 
employees have accepted the trust 
reposed in them and did their level 
best. 

Why not give your clerk some 
part of the store or some depart- 
ment to manage, allowing him to 
buy the goods needed for this de- 
partment, and encourage him to 
make his own plans for selling. 

The clerks’ letters show we have 
some wonderful material to build 
on in the hardware trade. Why not 
try capitalizing on it? 
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The Kind of a Store I Would Like to Have 


FTER spending the greater part | 
of my life in the hardware busi- | 
ness (which I consider the most 

interesting and fascinating business a | 
man can be in) in both large and small | 
cities in the East and in the West, I | 
am glad to have this opportunity to 

express my opinion on the kind of | 
store I would like to have, the type of 
boss I would try to be, and the clerks 
I would hope to employ. 

The store must be well lighted. The 
windows always clean and changed at 
least every two weeks. It must be al- 
ways neat and clean, free from rub- 
bish, paper and cigar ends on the floors 
and dusted often. The position of the 
merchandise would be changed often 
so that the appearance of the store 
would not get stale to customers. 

It must be a friendly store where 
everything within reason will be done 
to oblige and add to the comfort of 
customers, with employer and em- 
ployees all in perfect harmony to make 
the store a success. 


An Interest in Local Activities 


As a boss, I would take sufficient in- 
terest in social and local activities to 
make many good friends outside the 
store and yet put in the majority of 
my time at the store. Customers like 
the boss to know they are dealing at 
his store and a greeting from him is 
worth while. I would take my clerks 
into my confidence as much as I could, 
let them know when business is good 
as well as when it is bad, as it is al- 
most as disheartening to a clerk as it 
is to the boss to know that his efforts 
are not getting results. 

I would try to be more lavish with 
my praise than with my fault finding. 
I would set an example to my clerks 
in the way of punctuality, neat ap- 
pearance, and a choice of my language, 
as what is all right for a boss is good 
enough for a clerk. 

I would not make special prices on 
merchandise to friends of mine; it dis- 
courages a clerk very much to spend 
lots of time making a sale and then 
have the customer go to the boss and 
get a cut on the price. 

I would offer my clerks a day off 
occasionally without requiring them te 
ask for it. It is a lot more embarrass- 
ing for a clerk to ask for time off than 
the boss realizes. I would encourage 


my clerks to buy merchandise at cost 
prices at the store, especially new 





By HAROLD STEVENS 


Valentine Hardware Co., Boulder, Colo., 
Winner of Second Prize in Clerk’s Contest 


goods. The clerk can sell an article, 
much easier if he or his wife are using | 
it and are acquainted with its merits. 

I would expect my clerks to be al- | 
ways busy as there is no end to the | 
jobs to be done around a store, es- | 
pecially a hardware store. They would 
have to remember the Want Book. I 
would expect them to fall in with and 
carry out any new ideas, changes, or 
systems in the store to the best of their 
ability, even if they were opposed to 
them themselves unless they could offer 
something better. 


Treatment of Clerks 

If they had any kicks or criticisms to 
make, I would want them to talk it over 
with me and not complain to the other 
clerks. If they wanted to call the atten- 
tion of another clerk in the presence 
of a customer, | weuld expect them to 
call Mr. so and so and not Oh, Bill. 
They should keep their hands as clean 
as possible; a lady would not relish the 
idea of buying a rolling pin held in a | 
pair of grimy hands. 

If they had a customer for a radio or 
some article that they knew one of their 
fellow clerks was better posted on, they 
should not be too proud to turn that 
customer over to that clerk (with the 
consent of the customer). 

They should not criticize the stock 
hought just because he does not happen 
to be the buyer and should do his best 
to help dispose of any stock that 
happens to prove a “sticker.” 

He should be ready to open a door 
for a customer going in or out, help 
carry their packages to their car, or 
in fact anything that will give the 
customer the idea that he is getting 
a little extra service and attention. 


Clerks Should Keep Posted 


He should read up all the trade 
journals he could, so as to be ac- 
quainted with new merchandise and 
products, also the local papers to enable 
him to talk intelligently to customers. 

He should acquaint himself with 
what merchandise is being advertised 
in the paper by the store and what 
goods are in the show windows. I 
have often heard clerks say “Not one 
left” when there are two or three in 
the window. 

When talking business to customers, 
he should use “we” instead of “I” and 
I’d expect him always to be a booster 
for his boss and for his store. 








I would have the delivery truck 
painted the same color as the store 


| so as to identify it with my business 


and it would have to be kept as spick 
and span as the store. I would use it 
to advertise special sales, etc., and I 
would have a good delivery man or 
boy, as he can be the means of making 
many sales daily. i 

I would see that all packages sent 
from the store were neatly wrapped 
and tied and the merchandise clean and 
the tags addressed Mr. Smith and not 
John Smith. 

[I would make liberal use of local 
jobbers; the “out of stock” question 
is a serious one and can be much 
eliminated by using the quick service 
of a handy jobber. 

I would encourage salesmen to dem- 
cnstrate any new article purchased to 
as many clerks as possible so as to help 
the sale of these goods on arrival. 

I would not hold store meetings ex- 
cept perhaps before a special sale or 
demonstration of some kind; too many 
soon get tiresome. 

I would not allow smoking in the 
store. 

I don’t believe in a bonus for highest 
sales. It encourages jealousy and often 
the hardest working clerk who puts 
in more time improving the store gets 
left, whilst the clerk who does nothing 
but hold up a showcase and wait for 
customers gets the credit. 


hy Every Article Priced 


I would emphasize the importance of 
having every article priced. If the 
clerk has to ask the price of an article 
when showing it to a customer it dis- 
counts his chance of a sale very con- 
siderably. 

I would have all articles exchanged 
or replaced on a guarantee uith a 
smile or not at all. 

I would have a clean-up sale after 
invoicing annually. It’s a great thing to 
rid the store of “White Elephants.” 

Lastly, I would try to make a reason- 
able profit and would encourage orders 
for repairs and special orders as much 
as possible as these can always carry 
a larger margin of profit. 

As I said at the start I think the 
Hardware business is a great business 
in spite of the customer who comes in 
Saturday night at 9 o’clock for 50 feet 
of 72 in. poultry wire or a gallon of 
cylinder oil. 





HARDWARE AGE for JANUARY 31, 1929 











Seven Points for Success in the 
Retail Hardware Business 


HE retail hardware business, as 
I engaged in today, is more than a 
business of buying and selling 
goods, it is a well developed science of 
retail merchandising, a science of buy- 
ing and selling merchandise, with a fair 
margin of profit for the merchant. This 
is not easily done, competition is always 
keen, mail order houses are active, and 
there are numerous other obstacles to 
be overcome. It requires initiative, 
originality, perseverence and progres- 
siveness as in no other business. Proper 
buying, mark up, merchandising meth- 
ods, advertising, selling, accounting and 
management all contribute their share 
to a successful business. It is fascinat- 
ing as well as educational. The great 
variety of merchandise carried, offers 
a wealth of knowledge to the man be- 
hind the counter. 


Selling Hardware Is Interesting 


The job of selling hardware is just as 
facinating and instructive as the busi- 
ness itself. Stocks are constantly 
changing, old lines are discontinued and 
new goods added, the uses and opera- 
tion of which must be learned by the 
salesman, new methods to be tried out, 
and new customers to meet, tasks that 
are indeed interesting. The old proverb 
“Variety is the spice of life” might well 
be applied to selling hardware. The 
stocks of builders’ hardware, shelf and 
heavy hardware, tools, bolts and screws, 
electrical appliances, cutlery, household 
furnishings, paints and_ varnishes, 
sporting goods, auto accessories and 
hundreds of other articles challenge a 
salesman’s ability to know his goods 
and be able to sell them. 

To enter into all the phases and prob- 
lems of the operation of a hardware 
store would require many volumes, but 
briefly, it is my opinion that there are 
seven main points to a successful busi- 
ness. 

First, merchandise must be pur- 
chased, and in doing this the buyer 
should always keep in mind the market 
price, the quantity desired and the 
grades of merchandise carried in stock. 
Goods bought at the right price and in 
quantities and quality governed by the 
normal demand of his community are a 
big factor in modern merchandising. 

Second, correct pricing of merchan- 
dise is important. The percentage of 
mark up on slow moving items should 


By ARTHUR S. EVANS 
H. P. Aikman, Cazenovia, N. Y., 
Winner of Third Prize in Clerks’ Contest 


be more than on the fast selling arti- 

| ticles, striking an average on the whole 
| stock. The quality and kind of mer- 
| chandise as well as the demand should 
| be considered in doing this. Conditions 
| vary in different communities and each 
| merchant should adjust himself to his 
location and trade. Nationally adver- 
tised goods should never be sold at more 
than the advertised price. In addition 
to mark up, the use of catchy prices is 
very profitable. For instance, mark 50- 
cent articles, 49c.; $1 items, 98c., or $5 
goods, $4.95. There is magic in this 
kind of pricing and spells profit for 
any merchant, as the resulting increase 
in sales more than offsets the slight loss 
in the regular margin of profit. 

Third, proper methods of store ar- 
rangement and merchandise display are 
essential. Our store was one of the 
pioneers in developing the open display 
of merchandise in hardware stores, and 
the sales value of this kind of arrange- 
ment has been forcibly impressed upon 
all of us. Merchandise should be 
grouped according to class, smaller arti- 
cles placed in the compartments of open 
top display tables and larger items 
either sampled on open panels or dis- 
played on tables. We use a wall case 
with sliding glass doors for the larger 
tools, sampling all others on sample 
doors in front of the stock. Likewise 
our builders’ hardware and brushes are 
on sample doors. Sundry smaller tools, 
brushes and hardware are’ placed on 
display tables adjacent to each depart- 
ment. Cutlery is placed both in revolv- 
ing display stand and in an open display 
table with sliding glass top. Fishing 
tackle is sampled on sliding panels. 
Other sporting goods are displayed in 
open wall cases. Electrical appliances, 
enamelware and paints and varnishes 
are on open shelving. China, glass- 
ware, pottery, nickelware, aluminum 
and tinware are displayed on pyramid 
tables having three shelves. Auto ac- 
cessories and sundry hardware and 
small household wares are in open top 
tables. 


Displaying Goods 


Throughout the store, orange felt is 
used as a background in all cases and 
on all sample doors. All merchandise 
should be priced in plain view of the 
customer, either with price clips on the 





tables or price buttons on the sample | 


| 





doors. No goods should be displayed 
under glass with the exception of the 
finer tools and cutlery. A customer’s 
ability to examine or handle the mer- 
chandise makes it easier to sell. 

The goods and tables should be kept 
clean, price cards changed when soiled 
and displays changed at regular inter- 
vals. 

Fourth, good advertising is a neces- 
sity; we have the goods, but we must 
interest the public in buying them. 
Newspaper advertisements, direct mail 
broadsides, window displays and inter- 
ior displays are all good methods of 
advertising merchandise. Advertise- 
ments should be illustrated, written in 
plain words, priced and attractively ar- 
ranged. Window displays should be at- 
tractive, original, priced and with mer- 
chandise well arranged and _ coordi- 
nated with printed advertisements. The 
use of crepe paper is very effective in 
window displays. All advertising ma- 
terial furnished by manufacturers can 
be used in either window or store dis- 
plays. Advertising should be regular, 
because regularity creates confidence in 
the store by its customers. 


Selling the Goods 


Fifth, selling the merchandise is im- 
portant. The first step is the selection 
of proper sales persons, because they 
form the contact with the customers 
and must reflect the policies of the 
store owner. They should not be order 
takers, but should know their goods and 
how to sell them. They should have the 
ability to sell customers articles that 
they need and that will be useful to 
them. If a man asks for a can of paint, 
the salesmen should sell him the right 
quantity and kind of paint for his par- 
ticular needs. They should understand 
the value of suggestion in selling hard- 
ware. They should be able to solve 
problems for their customers and should 
always cooperate in giving good service 
to all. Sales and satisfied customers 
are the result. 

The next step is to get the people 


| interested and into the store. Advertis- 


ing and display of merchandise of in- 
terest to the general public do their 
part. But it is our experience that 
“Specials’’ coupled with good advertis- 


| ing and window displays have the big- 


gest drawing power. We continually 
(Continued on page 64) 
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ARDWARE 
H dealers should 
be among the 


most _ enthusiastic 
boosters of the Boy 
Scout movement! In 
the stock of most 
hardware stores are 
many items  contin- 
ually used by Scouts. 
Among the customers 
of any hardware 
dealer there are sure 
to be many Boy Scouts, parents of Scouts or leaders in 
Scouting. Into the dealers’ cash register each year come 
many dollars for goods used by these boys and as the 
movement grows its value to the dealer increases. 

During the week of Feb. 8-14 more than six hundred 
thousand boys and two hundred thousand men in the 
United States will celebrate the nineteenth anniversary 
of the Boy Scouts of America. This movement has 
grown until now throughout the world there are more 
than 1,800,000 Scouts, and the Boy Scouts of America 
leads in enrollment. 

During this anniversary week, marked by parades, 
special meetings and radio broadcasts, the hardware 
dealer can demonstrate to his community that he is a 

Sooster for Scouting’’ by arranging special displays to 
commemorate the occasion. 

It would be entirely practical and profitable to ask one 
of the local troops in the community to take charge of a 
window during the week. They will bring their knot 
boards, their natural history exhibits, woodcraft models 
and handicraft samples. These, together with cooking 
utensils, rope, flashlights and knives, make a most at- 
tractive and interesting display. Posters and other dis- 
play material for background use can be obtained at 
very small cost from the National Council officers of the 
organization at 2 Park Avenue, New York City. 
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Suggested window display of Scout material for Scout Week 


Many dealers carry in stock the “official’’ Boy Scout 
Hashlight, pocket-knife, cooking utensils and kindred 
items. These and other goods, very necessary for Boy 
Scouts, when placed in a Scout window, will attract 
more interest to the store than if the dealer himself had 
arranged the display. The majority of people on the 
street are attracted by something unusual, and as a few 
are well acquainted with the details of Scout handiwork, 
they would be drawn to the display through curiosity. 

Some dealers might be able to arrange a “live’’ window 
display. It would be advisable to secure one or two 
Scouts to demonstrate at certain hours in the window. 
They will tie the various knots with which they must be 
familiar. A Scout could demonstrate cutlery by show- 
ing his prowess as a wood-carver. Another might dem- 
onstrate lacquer in a handiwork exhibit. One of the 
organization’s awards is for “handicraft,” so tools, paints 
and similar items are used and needed by Scouts. 

Fire by friction always attracts a crowd; so does sig- 
naling. Try to have these attractions at your store. A 
window with life and action during the week of the 8th 
to the 14th should draw people as a magnet draws iron 
filings. 

Dealers who cultivate the friendship and good will of 
the Boy Scouts in their communities will not be wasting 

(Continued on page 62) 
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ONE HUNDRED YEARS YOUNG 


By Saunders Norvell 


ECENTLY the Associate Editor attended the 
R one hundredth anniversary of a large hardware 
jobbing house. There was a sales meeting and a 
banquet. There were speeches. There were flowers 
and felicitations. But several things in connection with 
this business gave me food for thought. 

First of all, was the fact that in this one hundred 
years of a concern continuing in one kind of business, 
without any substantial change in the name (except from 
a firm to a corporation), there were only three presi- 
dents. This is something very unusual in American 
business, in fact, in business in any country. Imagine 
three presidents with an average tenure of office of 
thirty-three and one-third years. 

Another interesting thing about this jobbing house 
is the fact that notwithstanding panics and near panics, 
wars, rain and floods, good times and bad times, in sea- 
sons that were too wet and seasons that were too dry, in 
seasons that were too hot and in seasons that were too 
cold, this company has regularly paid dividends without 
a break for one hundred years. 

Now when two things, such as the above happen, it is 
not a matter of accident or chance. There must be a 
reason for it, and in inquiring about this business I 
have attempted to discover this reason. As far as I 
can learn, the reason is the policy of this house to develop 
their business from the inside. All three presidents in 
this business started with the business, working them- 
selves up in the business. Two of them were in that 
business and were presidents up to the time they died. 
The present president, so I am told, has been with this 
concern for sixty years. Of course, he hasn’t been presi- 
dent for sixty years, but it has been sixty years since 
he started as a boy working for this concern. 

I had the pleasure of meeting a large number of their 
heads of departments. I had the pleasure of meeting 
their traveling salesmen in convention. I studied these 
heads of departments and I studied these salesmen. I 
saw them at work. I saw them in action, and I never 
saw a more substantial, solid looking lot of people. 
These men working in the house and the other men 
traveling on the road, upon critical inspection, impressed 
me as being substantial people. Allow me to repeat the 
word “substantial,” as it seems to me just the word that 
fits this case. 

I went through this house from top to bottom. The 
president of the concern was my escort. I don’t know 
just how old he is but he went up and down the stairs 
with the activity of a young man. He didn’t always wait 
for the elevators. He just took to the stairs. For my 
years I flatter myself I am pretty good, but I must 
admit that several times this active president had my 
heart pumping and my breath coming pretty hard. 

On this trip through the house I noticed a good many 
middle-aged and gray-haired men. These men looked 
happy, contented and healthy. As the president passed 
along he called each one by name: “Hello, Jim, Bill, 
Harry or-George.” I wasn’t a bit surprised when some 
of these gray-haired “flappers” called the president by 
his first name. Such little things give one a very clear 
idea of the spirit that lies back of the success of a house. 

There was another interesting thing. I noticed in every 


department there were young men. In fact, I might say 
that next to every gray-haired man almost invariably 
there was a young man working. I commented upon this 
to the president of the institution, and his answer was: 
“Well, of course, these are the young fellows that we 
are training to place in our jobs.” 

At the banquet there were not only male employees 
but all the female employees of this institution. Not 
only that, there were members of the various families 
of these employees. The wives and daughters of the 
officials of this company were also present. When the 
banquet was over there was a dance, and all of them 
danced together. I was interested in observing some of 
the older and gray-haired men dancing with some of 
the very young and good looking lady employees. 

What impressed me about all of this was the tremen- 
dous vitality in this business. One could just feel this 
vitality at every turn. This old business, so full of 
vitality, was just like a strong, healthy middle-aged man. 
Nowhere throughout the institution did I see any signs 
of decrepitude or breaking down. When I inquired 
into the policy of the company, I found that as long as 
the old men could work they were taken care of. Jobs 
are provided for them but at the same time, realizing 
that men pass on, even when time stands still, the policy 
of this house has been to develop young men in every 
department. Throughout the entire business the older 
men have been training understudies to take up their 
work. How necessary this is for the maintenance of an 
established business. Every one of us must face the 
cold fact that we are passing away. All of us must 
face the fact that we cannot continue our work indefi- 
nitely. 

What is the part of wisdom? There is only one thing 
to do for a business to be preserved, and that is to train 
the young to carry on the principles, traditions and poli- 
cies of the institution. This training cannot be done 
simply by precept. It cannot be done by handing the 
employee a book of rules. It must be done line upon 
line, day after day, month after month, and year after 
year. The proper handling of a large business, in a 
great measure, is a matter of fixed established habits; 
certain ways of doing business, certain standards that are 
established, and these things cannot be learned in a day. 
They must, in a sense, be imbibed; taken just as we 
take our food. 

In my limited experience I have seen great businesses 
built up. I have seen them fall to pieces, and I am con- 
vinced that the building up of a business is just like 
the growing of a tree. Some trees, like the oak, develop 
slowly, but when they have once developed they stand 
the storms of the years and serve for many generations. 
Other trees spring up and grow rapidly, but they have 
not in them the inherent strength to meet the storms of 
life, and so, prematurely, they fall to pieces. The dif- 
ference is due to the fiber of the wood. Some businesses 
seem to have in their fiber the strength of the oak, while 
other businesses are like the cottonwood. 

Such were the thoughts that came to me as I studied 
this old, young business. What a responsibility upon 
the leading men of such a business to instill the right 
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principles of conduct and of business into the younger 
generation working around them! 

A business, in order to survive, just like a man, must 
have character. I never enter a jobbing house or a man- 
ufacturing concern, or a retail store, but I gather an 
impression of the character of that business. By this | 
do not mean the size of the store or how they sell goods 
or the type of the line they sell, but something that is 
more intangible than any of these things—something 
that is more of the spirit than of reality. Every busi- 
ness house has its spirit, and every employee feels the 
spirit of the business, and everyone who comes in con- 
tact with that business, consciously or unconsciously, 
is affected by the spirit of the house. 

What good and bad stories I could tell of businesses! 
Not only could I write of victories, of conquests, of 
success, but I could also write of failure, of tragedy and 
of degradations. There is no doubt in my mind that 
back of it all the thing that is responsible for all of this 
is the character that is instilled into a business by its 
leaders. Let the head men grasp for temporary ad- 
vantage ; let them take short-cuts, or let them be tricky, 
and the employees under them will be just as tricky! 

Years ago I knew of a case where an employee was 
caught stealing. He was arrested and taken to prison. 
From prison he wrote a letter to his former employer. 
He said it would be a good idea for him to call on him 
at the prison. This employer did call and, imagine his 
surprise, when this employee informed him that he him- 
self started stealing simply because he knew that his 
employer was stealing on a Government contract. He 
said: “If you could make easy money that way, stealing 
from the Government, I thought I could make easy 
money just as well stealing from you. I am just as good 
as you are, and if you prosecute me for the stealing I 
have done I propose to tell what I know about the steal- 
ing you have done.”’ Needless to say, this employee was 
never prosecuted. This happened many years ago, but I 
have often thought of it in connection with business. 

What many employees do not seem to understand is 
that unless a business itself is successful it cannot do 
anything for its employees. A business will not be suc- 
cessful unless the employees make it successful. 
The success of any business is, in a large measure, the 
result of the combined efforts and cooperation of a 
large number of people. No one man can honestly claim 
the credit for all the success of a large business. No one 
man can succeed alone. He can only permanently suc- 
ceed with the help of others. 

Such being the case, first of all, those in charge of 
a business should study very carefully the value of the 
services of those under them. Employees should be 
rewarded for the work they do. Extra hard, or extra 
brilliant work, should be rewarded in proportion. 

In turn, employees who see that the management are 
doing their very best for their interests should do what 
they can for the business. Possibly in the entire history 
of the world there never has been, taken as a whole, the 
same good feeling between employers and employees as 
exists at the present time. There has not been the same 
understanding between employers and employees as we 
have witnessed in this country. 

To students of business this condition has been very 
stimulating. Employers in successful businesses have 
paid their employees well. Wages have been higher than 
ever before in the history of the world, and employees, 
in turn, have appreciated these good wages and have 
done their work better. Now and then we hear a pessi- 
mistic note, to the effect that employees are not as good 
as they were in the old days. To my mind this is all 
tommyrot. There is no truth in it. I believe today 


employees, as a whole, are better and more loyal to their 
employers than they have ever been in the past. This 
is very easily proved. Let us take a big view of the 
activities of this country. How could our great railroad 
systems, our great manufacturing corporations, our 
great jobbing businesses, not to mention our retail in- 
stitutions, be conducted as they are without the loyal 
support of these thousands and thousands of employees? 

Take, for instance, the efficiency of our railroads. 
When in the history of the country have the railroad 
men been more efficient than they are today? They are 
efficient because they are well paid, contented and happy. 

Let me lay this down as a principle: No one can be 
contented and happy, and no one can do good work unless 
they receive what they are worth. Nothing stimulates 
good work like good wages. After all, the great problem 
of business in the past, in the present and in the future 
will be how we divide. Businesses that do not treat their 
employees right, who do not pay them what they should, 
will in time lose their employees. You cannot maintain 
your organization on a lower level than that of your 
competitors. If you attempt to do so you are sure to 
feel the effect in your labor turnover. 

Take the case of this great jobbing house, about 
which I have written in this article. Do you think for 
one moment they could have maintained this business 
successfully for one hundred years and pay dividends all 
these years if they had not paid their employees just 
as well, and perhaps a little better, than other merchants 
in other lines were paying their employees for the same 
character of work? Personally, I am sure that this 
house must have been a liberal paymaster. They must 
have been liberal in their policies, otherwise they would 
not be the vital house they are today. 

Now, just one thought in conclusion: Please note that 
I am writing now from the viewpoint of the employer. 
One of the hardest things to put over in almost any line 
of business is a broadness of view that will lead men in 
the higher positions to train the men under them. Some 
men have an idea just because they themselves have been 
well trained that this knowledge and training they possess 
belongs to them individually. They feel that to impart 
this knowledge and training to others will lessen their 
own value. To my mind, looking at the proposition 
from the managing of a great business, nothing is more 
short-sighted than this view. All of us have received 
our training through someone else. Some. of us have 
been very fortunate in,being trained by good teachers. 
Possibly some of us have been far more fortunate than 
others in this respect. 

In other words, in our early days and through our 
years of experience older men, wiser men and more ex- 
perienced men have passed on to us the torch, and have 
told us to carry this torch, so that when they have 
departed there may still be light. Having received the 
torch, when we have used this light ourselves through- 
out our lives are we then to extinguish the torch without 
passing it on to the younger generation that is coming 
to take our places? 

In studying the organization of a business, one of the 
most important things that comes to my mind is the 
question as to whether the men who established this 
business are taking the time and trouble to train men 
under them. This is the great responsibility of the older 
generation. It is our duty to show our gratitude, for 
the good we have received from others, by passing this 
good along to those who will follow us. 

I know a man who once, without any security, loaned 
$50 to a down-an-outer. This man forgot all about the 
loan. He never expected to collect it. One day, years 

(Continued on page 61) 
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EVERY Householder Reads 


a as sao — 


1548 Main Street—Two Downtown Stores—139 State Street 


LY Have a RADIO Installed 
t tatbon ae mvet for THANKSGIVING 


and ready for your selection. 
The wise ones ote already 
doing their Chri-tinas shop- ATER 
Ping because they know that 


they cam gat a much better 
selection now and they avoid 
the last Minute crowds. 

Our gilts of utility for every 
| member of the family will 
@ive many of your gift 
! problems. Make your se- | 
lections early. A small de- | 
i posit will hold any article 
in our store for delivery just 
before Christmas. 


See Our 
; Quality 
#! Line of 
; TOYS 
These toys that 


last will appeal 
to every young: 


i 











Entertain your friends and family on Thanks- 
giving day with a new all-electric Atwater 
Kent Radio. Enjoy the many fine pro- 
grams on the air every night through- 
out the winter. Fine tone, marvelous 
reception and splendid workman- 
ship have made Atwater Kent a 
leader in the radio world. And 

the price is much lower than 





ster. They are for sets of equal quality— 
not the kind to $1170 complete with 
day's use but are ready to operate in 
Only made to last the your home. 
ment delivers your 
and toys for girls 
He " f —at all prices 
The aling Rays 0 values for 
ELECTRIC SUNSHINE 98c 
the latest ‘and newest aid to health and beauty ‘that 
modern science has invented. It serves a hundred pur- 
fore they begin. It's a $6.50 iavestment that will 
return hundreds of dollars to the average family in a 


break with one tubes and speaker, 
whole year thru. A emall down pay- 
$6:50 Toys for boys 
and extra gooa 
The VIM-RAY, the new STAR-RITE Health Light, is 
poses efficiently. Stops aches, pains and other ills be- 
short period 


“A New Low Price! 
UNIVERSAL 


ELECTRIC IRONS 


Regular 6 Ib. house 


a ee 
uci Weatarpet tos” $4.95 
Student Desk Lamps 
hese attractive student des! 


See it ke 
lampe with flexible goose-neck com- 
plete with 40 watt electric light $1 98 
bulb at this special low price = 


Thanksgiving 
CUTLERY 


In ovr Cutlery depart- 
ment you will find many 
things that you will need 
for your Thanksgiving 
dinner, for kitchen and 
table. See these values! 


The finest 3 
piece Universal $3.98 
Stainless Kaives 
Watts enty 33 


8 inch Seginies« 
Khchen Stern OSC 


It’s easy to apply 


SECURITY 
WEATHERSTRIP 


Save coal ‘and prevent 
drafts by applying DEN- 
NIS SECURITY weather- 
stnp around all your doors Stataless Stee! 

windows. It is easy Grape Fruit 29c 
to apply ar inexpensive Knives 
to buy—looks neat and . 
lasts long. At the Car. rere er 19¢ 
lisle store nearest you eae lianas 
SECURITY 
Felt Wasthersse oar kan a = re aR agg 
Numetal Weatherstrip Se fr 


~Caitiil Misiiideee | 








Door Bottom Strips Me up 





In this advertisement the material is well organized to 
fit space and each section of space fits the total area. 


Carefully merchandised for direct results. 


He or She May Not Want One Single Item 

the Day the Ad Comes Out—the Day 

' After or a Week Later 10 to 15 Wants May 

Arise. Keep Your Public Posted on Your 
Values. Read These Comments. 


By Guy Hubbart 


WO points are constantly coming up among hard- 

I ware merchants in regard to the use of newspaper 

advertising. 

One is “shall we use it regularly or now and then?’ 
The other is “how much shall we use at a time?” 

One reason, perhaps, why these questions come up so 
often is because cost of advertising is affected by the 
amount of space used and the number of insertions. If 
30 in. of space costs $25, three ads of 30 in. each cost 
$63, just for the sake of example. Used in one week by 
a store in an average city, 30 to 60 or up to 120,000 
population, that looks like a lot of money. It looks espe- 
cially large if balanced against daily volumes of $200, 
$250 and up to $300. And, another point, $21 for an 
ad looks all out of proportion in view of the fact that 
many merchants, most of them, in fact, have no standard 
method of figuring out what results are obtained from 
their newspaper space. 

It is easy enough to trace returns on some ads with- 
out any scientific method. If total sales go up even a 
little following the use of space in which specific items 
are featured, credit belongs to the space used, even if the 
gain was made on non-advertised stocks. If a gain or 
even direct sales result from an ad, the space and cir- 
culation should be credited. This is the way to view 
advertising until the merchant develops a checking 
method suitable to his daily sales volume and in keeping 
with his store, stock and population. 

Newspaper advertising does three specific things for 
the store, one of which is worth all that is paid for space. 
These points are illustrated in part in connection with 
the criticism and comment that follow on four current 
hardware store ads. 


Features an Idea 


Here is a 10-in. space used on a specific date by Ham- 
ilton & Atwater, Westfield, Mass. The date was just 
before Thanksgiving. And while no specific items. or 
prices are featured, lines of goods appropriate to the 
date are featured: cutlery, electric cooking supplies and 
ovenware. 

This ad is not very large so far as space goes and 
lacks the specific element, yet it carries a big idea in its 
brief copy. It speaks of “cheery, contented, peaceful 
homes” as being the greatest asset of a country—a skill- 
ful link-up with the day set aside for Thanksgiving. 
The windows of the store are mentioned. These things, 
together with the slogan “Better Homes” and the sig- 
nature constitute an ad. A simple ad, not a complex one. 

The main merit is that the copy contains a real idea, 
one that ought to have put the buying impulse into many 
customers’ minds. 

Improvements suggested are these. (1) That five 
extra inches should have been used in which to describe 
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| HARDWARE Store Advertising | 





Odds & Ends Sale 


Aluminum & Enamel Ware 


Heavy Enamel Ware Your 
Kettles Baking Dish Choice 
Wash Basins | 10c 
Enameled Your 
ae Choice 
Wash ‘Basins 5c 
Aluminum Spiders ............ ee 79c 
‘‘Wearever” Aluminum Bean Pot ........ 89c 
ypenrever’’ Onke DMR: sv... 5605 00s Sa 49c 
Aluminum Percolator .................... 69c 
Aluminum Pie Plates ....................:9¢ 
Large Package Steel Wool ................ 9c 
50c Size LyKnu Polish .................... 25c 
I 69c 
Hammer, Good Quality ................... 45c 


J. B. SIBLEY & SON 


HARDWARE & PAINTS 
Telephone 376 





at least six items in detail with prices; (2) that 
two ifétns at least should have been illustrated 
with cuts. 

This type of ad draws sales long after its 
appearance. 


Three Essential Points 


This one is from the Osborne Hardware Co., 
Holyoke, Mass. It has three of the five basic 
elements of profitable advertising. (1) It fea- 
tures specific items, five of them with prices, so 
as to give the customer a definite idea of value 
for the money; (2) cuts are used to illustrate 
goods and amplify copy descriptions; (3) a 
headline with a thought in it is used, followed up 

(Continued on page 60) 


arrangement of dis- 
play and uniform 
type font are merits 


Hamilton & At- 
water: Excellent type 
display, well bal- 
anced space area 
and good white 
space usage. See 
article for merchan- 


Osborne Hardware 
Co.: Good layout 
and skillful use of 
cuts and a thought- 
provoking headline 
are real merits of 











AM interested in ads, especially newspaper ads, 
from stores in cities of all sizes, large and 
small. And I shall criticize and suggest im- 

provements on any I receive if they are sent in 
for that purpose. So send yours in and either 
send me a letter or mark on the ad “for com- 
ment” so I will feel free to offer constructive sug- 
gestions and comment. Send several at a time if 
possible, and as early in the month as possible. 
GUY HUBBART 


























B. Sibley & a 


Son: White Thanksgiving 
Thursday, Nov. 29 


will be observed in the hames of our country. 
Cheery, pleasant, contented and peaceful homes 
are the greatest asset of a country. To encourage 
these we need the best home comforts, and these 
are found in the many new ELECTRIC SUP- 
PLIES, PYREX OVEN WARE, STAINLESS 
STEEL KNIVES AND FORKS, and the various 
modern kitchen conveniences. The latest table 
cutlery can be seen in our window and it would 
be a privilege to show you our large line of house- 
hold appliances, all of which help to make 


BETTER HOMES 
HAMILTON & ATWATER 


The Old Reliable Hardware Store 
this ad 120 ELM ST. TEL. 115 


of this ad 


dising points 











Would You Make 
Life More Enjoyable? 


Day in and day out people are buying things that are helping to make 
their work easier and more enjoyable. Here you will find many labor 
and time saving devices. 





“Toastmaster” ..- ... Westinghouse Automatic Hoover Electric 
The New Automatic Electric Iron, Vacuum Cleaner 
Electric Toaster Beats—as it sweeps—as it 
$12.50 ; $7.75 cleans ‘ 


Others at $3.75 Up. Others at $2.98 up $59,50- 





When Guests Visit You'’ Every Woman Enjoys 


Dinnerware of 
Distinction Salad Plates, Goblets, Sherbets, Cooks 14o 4 eggs. A wonder- 


Electric Egg Cooker 
Fine Glassware Cooks egg right at the table. 


Prices are right Many pat- 
terns to seleet from 


$6.98 up $5.50 


‘ F ful gift for Christmas, 
Wines in all colors. 


Osborne Hardware Co. 


245 HIGH ST. OPP. CI TY HALL TEL, 148 
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Fixing 


Legal and Illegal 


By ALBERT WOODRUFF GRAY 


ERE is another 

constructive ar- 
ticle from the pen of 
Albert Woodruff 
Gray, well known 
New York attorney. 
During the past year 
Mr. Gray has written 
for HarpwarE AcE 
several articles deal- 
ng with legal prob- 
lems which come up 
in every day business 
transactions. 

Price fixing and 
maintenance are of 
utmost interest to the 
hardware trade at the 
present time. 


HERE went into effect in the fall of 1914 the Clay- 

ton Act. With the enactment of that law arose once 

again the age old distinction between the spirit and 
the letter. Among its objects it provided: 

. That nothing herein contained shall prevent persons 
in selling goods, wares or merchandise, in commerce, from 
selecting their own customers in bona fide transactions and 
not in restraint of trade.” 


In the section following the one quoted it sets forth this 
prohibition : 


“That it shall be unlawful for any person engaged in 

commerce, in the course of such commerce, to lease or make 
a sale or contract for sale, of goods, wares or merchandise, 
machinery, supplies or other commodities, whether patented 
or unpatented, for use, consumption or resale within the 
United States or any Territory thereof or the District of 
Columbia or any insular possession or other place within the 
jurisdiction of the United States, or fix a price charged there- 
for, or discount from, or rebate upon such price on the con- 
dition, agreement or understanding that the lessee or purchaser 
thereof shall not use or deal in the goods, wares, merchan- 
dise, machinery, supplies, or other commodities of a com- 
petitor or competitors of the lessor or seller, where the effect 
of such lease, sale or contract for sale, or such condition, 
agreement or understanding, may be to substantially lessen 
competition or tend to create a monopoly in any line of 
business.” 

Like practically all statutes, it is a prohibition. In a di- 
rection or command that sets forth in detail what shall 
not be done, there is but little opportunity to find the 
slightest disclosure of what may be done and done legally. 
Thoughtful consideration of the words, “on the condition, 
agreement or understanding” together with the exception 
first quoted, leave to a manufacturer some meager rights 
in controlling the resale of his goods. There can, obviously, 
be no agreement between the buyer and seller. There can 
be no discount to the buyer conditioned upon his receiving 
in turn, from his customers, the price determined by the 
manufacturer. 

Between this prohibition, however, and the unrestricted 
right of contract for resale prices, there are methods and 


possibilities that have been utilized by manufacturers and 
approved by the courts. The Clayton Act forbids the 
making of a lease or contract or “the condition, agreement 
or understanding” that would require the retailer to charge 
a price fixed by the manufacturer. The law, in its letter, 
does not forbid the manufacturer from surrounding his 
sales to the jobber or retailer with conditions of such a 
character that self interest alone will influence him to de- 
mand the resale prices suggested by the producer. Par- 
ticularly so is this, when considered in conjunction with the 
provision of the statute that nothing in the act shall pre- 
vent persons from selecting their own customers. It must, 
nevertheless, be borne in mind that it is the spirit and not 
the letter of law that governs. 

Referring to this phase of fixing resale prices, the Circuit 
Court of Appeals in Cudahy Packing Co., vs Frey, re- 
ported in 261 Federal 65 and, affirmed two years later in 
the Supreme Court (256 U. S. 208) said: 

“The vital question is whether defendant’s method of busi- 
ness, coupled with the acquiescence of its customers therein 
by observing its requests or demands to maintain prices, was 
such cooperation between seller and purchasers as amounted 
to a combination in restraint of trade within the rule laid 
down in Dr. Miles Medical Co. vs. Park & Sons Co., 220 
U. S. 373, and other following cases.” 

After the enactment of the Clayton Act this rather 
nebulous idea of price fixing slowly took shape in the 
opinions of the various judges called upon to pass upon the 
violations of the law. In Baran vs Goodyear Tire Co., 
256 Fed. 571, Judge Hand, in the Southern District of 
New York said: 

“There is no decision of an appellate court construing the 
Sherman Act, to which I have been referred, that prevents a 
single trader from rejecting a customer because he did not 
like the prices at which the customer resold, or otherwise 
disapproved of his mode of conduct. Nor does the fact that 
a single trader extends his policy of refusing to sell to any 
one of many customers who may cut prices, impose any 
additional legal liability.” 

At about this time the United States Supreme Court in 
deciding the Schrader Case (United States vs Schrader’s 
Sons, 252 U. S. 85) referred to the influence of manufac- 
turers in sustaining resale prices as follows: 

“It seems unnecessary to dwell upon the obvious differ- 
ence between the situation presented when a manufacturer 
merely indicates his wishes concerning prices and declines 
further dealings with all who fail to observe them, and one 
where he entered into agreements—whether expressed or im- 
plied from a course of dealing or other circumstances—with 
all customers throughout the different states which under- 
take to bind them to observe fixed resale prices.” 

In 1927 the case of J. W. Kobi Co., vs Federal Trade 
Commission was decided in the Circuit Court of Appeals 
in the Second Circuit, (23 Fed. (2d) 41. The year before 
was decided the Harriet Hubbard Ayer case (15 Fed. (2d) 
274). In the latter case the United States Supreme Court 
refused to disturb the decision. Both cases involve the 
validity of what might be termed price fixing influence. 
In the Kobi case the court held the Clayton Act had been 
violated. In the Ayer case the order of the Federal Trade 
Commission to “cease and desist” was held invalid for the 
reason that the acts complained of were not of such a char- 
acter as to be within the prohibitions of the statute. 

The evidence in both cases consisted almost entirely of 
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correspondence and documents. The comparison of the 
evidence and the decisions in both of these cases elucidates 
the limits to which a manufacturer may go in protecting the 
market for his goods and beyond which he must not pass. 

A contract made by the J. W. Kobi Co., with a retailer 
of its product, contained the following clauses: 


“It is understood and agreed that the ultimate interests 
of the Owl Drug Company and the J. W. Kobi Company 
will be best served if the resale price of 25c. per package, 
suggested by the J. W. Kobi Company is maintained by 
the Owl Drug Company; payment of the 10 per cent dis- 
count hereinbefore mentioned, shall, therefore, be optional 
with the J. W. Kobi Company if the Owl Drug Company 
resells for less than the suggested price of 25c. per package ; 
provided, however, that the resale price may be cut at the 
discretion of the Owl Drug Company during its regular 
annual or special sale of toilet articles. It is understood 
that Golden Glint preparations may be offered at a discount 
during only one such sale within the life of this agreement 
and that the duration of such a sale shall not exceed two 
weeks.” 

PAYMENT OF-REBATE. As soon as the total pur- 
chases of the Golden Glint preparations made by the Owl 
Drug Company during 1923 can be calculated, and not later 
than April 15, 1924, the J. W. Kobi Company will remit by 
check to cover the amount of the 10 per cent discount if the 
Owl Drug Company is entitled to such discount under the 
terms of this understanding as hereinbefore set forth.” 


Among the letters written by the J. W. Kobi Company 
and forming the major part of the evidence in this case, 
the following are typical of the activities that were con- 
sidered a violation of this statute. 

“In reply to your inquiry as to when we can take you 
back on our jobbers’ list will state that it is entirely up to 
you. Your policy with regard to maintaining our suggested 
resale prices does not seem to be in accord with ours. Under 
the existing laws we cannot dictate at what price you shall 
resell goods purchased from us, but the law does give us 
the right to pick and choose our customers. We believe 
that price cutting is a ruinous policy and that it eventually 
works out to the detriment of the manufacturer, wholesaler, 
retailer and public. This, of course, is quite largely a matter 
of opinion. You have one view and we have another, but 
until we have definite assurance that your policy is, in this 
regard, in accord with ours, we cannot ship you further. 

“In this connection we want to add that under existing 
laws we cannot enter into any such understanding with you 
nor can we solicit your assurance that you will maintain 
resale prices. In case, however, your business policy should 
undergo a change, to put it more nearly in conformity with 
ours, you could so inform us without violating the law. We 
certainly appreciate the business you have sent us in the past 
and regret that a difference in opinion as to best marketing 
methods has made it necessary for us to discontinue selling 
you for the present at least.” 


The consideration of this letter discloses an interesting 
result. In an effort to regard the letter of the law 
with a disregard of the spirit, the writer has fallen into 
the paradoxical position of asserting in one breath that 
the law prohibits resale price fixing agreements and, in 
the next insisting that the customer must give assurance 
to that effect before any further shipments will be made 
by the manufacturer. The flaw in the effort to both com- 
ply with the statute and obtain the prohibited result is in 
using the word “assurance” with the same meaning as the 
phrase “condition, agreement or understanding,” in the 
statute. 

The greater portion of the evidence against the manu- 
facturer was made up of a mass of correspondence, of 
which the foregoing is typical. 

One plan pervades, practically, every letter and that is 
the idea of an unexpressed agreement. The manufacturer 
said, in substance, to the jobber or retailer, we will ship 
you our goods if you promise or agree or give us your 





assurance that you will sell at the prices we name. The 
co-operation or assurance of the retailer was the condition 
upon which depended the sale of the goods to him by the 
manufacturer. 

Commenting on the activities of the manufacturer in 
this case and upon the selling plan as disclosed by the 
correspondence submitted to the court upon this trial, 
Judge Manton, in the Circuit Court of Appeals, said: 

“What was proved here established offenses of agreements 
or understanding, either in obtaining, directly or indirectly 
from its customers, promises or assurances that the prices 
fixed by the petitioner would be observed by such dealers 
and entering into contracts with the understanding that the 
petitioner’s products would be resold by the dealers at prices 
specified or fixed by the petitioner.” 


The distinction is rather fine but there is a very real 
difference between shipping goods only when such as- 
surances are given by the purchaser and the unconditioned 
shipment of goods by a manufacturer with the request 
that the merchandise be resold at certain named prices 
and that if such prices were not maintained the manu- 
facturer preferred not to receive that particular retailer’s 
or jobber’s orders. In one instance the refusal to make 
further shipments, except upon the assurance that fixed 
resale prices will be maintained, there is a definite “con- 
dition, agreement or understanding.” In the other instance, 
the refusal to make further shipments to retailers who fail 
to maintain the resale prices that have been fixed by the 
manufacturer, there is simply a selection of customers 
in a bona fide transaction. 

The case of Harriet Hubbard Ayer, Inc., vs Federal 
Trade Commission, was decided by the same judge who 
wrote the opinion in the Kobi case. On that account the 
decision is distinguished from the latter case solely by the 
facts peculiar to each case and not by reason of different 
interpretations of the law itself by different judges. Two 
letters of the manufacturer were referred to in the opinion. 
Both are typical of the admonition given by the company 
to its price cutting customers. The first is as follows: 

“Word has come to us that you are selling our product 

at less than retail prices. Probably you are not advised of 
the fact that we are very insistent upon having our resale 
prices upheld. We aim at a high standard for all of our 
products, and we will not knowingly permit any customer 
to lower them in the esteem of the buying public by cutting 
prices. It is our belief that you will hereafter cooperate 
with us in this connection in order that we may continue on 
a mutually friendly basis. Very few houses throughout the 
country cut prices on our articles against our wishes and as 
to those houses who do cut, we refuse to sell future orders. 
Such persistent price cutting has a demoralizing influence in 
any community. It is quite true that, where the retailer 
receives and pays for merchandise, it belongs to him, and 
he can do whatever he wants with it. That is the legal 
aspect. However, the ethical and moral aspect, upon which 
business is more particularly done, is that the retailer should 
observe and maintain the wholesaler’s prices, whenever the 
wish to have this done is indicated. Because of the fore- 
going, we trust and believe that you will hereafter maintain 
our retail prices.” 


The second letter, introduced into the evidence, was evi- 
dently a form letter sent to the customer who had com- 
plained to the manufacturer of his price-cutting retail 
competitor. 

“Replying to your letter of . . . date, we thank you very 
much for bringing this matter to our attention, and have 
written to . . . company, protesting against such action on 
their part. We would rather have them return the goods 
than sell them at cut prices, and if you find that they con- 
tinue to do so in the future, please notify us promptly. 
Thanking you again for bringing this matter to our attention 
and awaiting your further commands.” 

(Continued on page 61) 


= 37 





































































HARDWARE 


AGE for JANUARY 31, 1929 





H. J. HODGE 
Secretary 


FRED. L. TAYLOR 
New President 


OSCAR A. HEINLEIN 
Retiring President 


WESTERN ASSOCIATION 


Celebrates Fortieth Anniversary with 
Best Convention in Its History 


OR attendance, enthusiasm and 

value to members, the fortieth an- 

nual convention of the Western 
Retail Implement and Hardware Asso- 
ciation, held at Kansas City, Mo., on 
Jan. 15, 16 and 17, excelled all others 
in a history covering four decades of 
service. 

Sessions were held in the Missouri 
Theater, and the meetings were well 
attended. The membership roster now 
embraces 2285 dealer members. Of 
this number, nearly 1500 had registered 
for the opening session. Many dele- 
gates brought: members of their fam- 
ilies or employees, which swelled at- 
tendance, until it was estimated that be- 
tween five and six thousand visitors 
were present. The Hotel President 
served as convention headquarters, 
while the hardware show, of jobbers’ 
and manufacturers’ exhibits, was con- 
centrated in Convention Hall. 

President Oscar A. Heinlein, Butler, 
Mo., presided in a masterly fashion, 
and Secretary Herbert J. Hodge, Abi- 
iene, Kan., often called “the dean of 
implement and “hardware association 
secretaries,” handled the details of the 
convention as only a veteran could. 
The resourcefulness of these two ex- 
ecutives greatly enhanced the value of 
every session. 

Convention singing was led by Fred 
L. Taylor, Lyons, Kan., and special 
songs were offered by the Peerless 
Quartette, composed of the following 





dealer members: Clyde Bishop, Cha- 
uute, Kan.; Lynn Covert, assistant to 
Secretary Hodge; Fred L. Taylor, 
Lyons, Kan., and Sam Zoercher, Wich- 
ita, Kan. Mrs. Taylor accompanied at 
the piano. 

The special Question Box session, held 
Tuesday evening was well attended, 
and efficiently conducted by the follow- 
ing committee: W. E. Haynes, A. A. 
Doerr, and E. H. Fisher, C. L. Haynes, 
Tulsa, Okla., again conducted the 
Round Table on Advertising, which is 
fast becoming a feature of Western 
conventions. Mr. Haynes advised the 
dealers to make a place for themselves 
in community affairs, and to establish 
themselves as business leaders, by a 
“superiority complex,” that will make 
them a dominant personality in their 
locality. He said: “The first requisite 
for a business man’s success is vision. 
He must visualize what he hopes to 
accomplish, and the results he hopes to 
obtain.” In speaking of what consti- 
tutes good advertising, he said: “Any 
advertising is good advertising that 
carries a message to potential cus- 
tomers and produces results, but per- 
sistent methods must be employed.” 

President Heinlein in his opening ad- 
dress reviewed the growth and progress 
of the Western association, and spoke 
of the loyalty and zeal of the members. 
Secretary Hodge then read his compre- 
hensive report, dealing with the present 
upward trend in agriculture, the growth 





and record of association achievements, 
the prominent matters demanding at- 
tention, and plans for the future. Past- 
President E. I. King of Logan, Kan., 
then spoke on: “Past, Present and Fu- 
ture of the Western Association.” <A 
formality celebrating the fortieth anni- 
versary was observed. All former 
presidents of the association, and the five 
charter members now in business, were 
seated on the stage. The charter mem- 
bers are W. F. Muenzenmayer of 
Junction City, Kan.; C. McCarthy, for- 
merly of Mankato, now of Emporia, 
Kan. J. H. Hanna of Mankato, Kan.; 
O. Norquist of Clay Center, Kan., and 
J. W. Gibson of Council Grove, Kan. 

Robert G. Nuss of Madison, Wis., 
president of the National Federation of 
Implement Dealers’ Associations, stated 
that: “As a surprise, and as a tribute 
to Secretary Hodge, for his long ser- 
vice of two score years, and as evi- 
cence of the esteem of his fellow secre- 
taries and officers, we have turned out 
in force to do him honor on this occa- 
sion.” Mr. Nuss then introduced E 
C. Barton, Vermilion, S. D., president 
of the South Dakota Implement Deal- 
ers’ Association; N. G. Bender, Sutton, 
Neb., president of the Mid-West Imple- 
ment Dealers’ Association; H. S. Ker- 
sell, Fredericksburg, Iowa, president of 
the Iowa Implement Dealers’ Associa- 
tion; A. L. Fogel, Rochelle, Ill., presi- 
dent of the Illinois Implement Dealers’ 
Association; W. O. Scott, Milford, 
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Ind., secretary of the Indiana Imple- 
ment Dealers’ Association; F. S. Scott, 
Peoria, Ill., secretary of the Illinois 
Implement Dealers’ Association‘ John 
I. Buxton, Owatonna, Minn., secretary 
of the Minnesota Implement Dealers’ 
Association; C. A. Partridge, Owa- 
tonna, assistant secretary ; C. H. Chase, 
Ames, Iowa, secretary of the Iowa Im- 
plement Dealers’ Association; E. P. 
Armknecht, Donnellson, Iowa, treas- 
urer of the Iowa Implement Dealers’ 
Association, and James Wallace, Coun- 
ci: Bluffs, Iowa, secretary of the Mid- 
West Implement Dealers’ Association. 

After the introductions A. A. Doerr, 
Larned, Kan., conducted an open dis- 
cussion on: “Established Resale Prices 
For Farm Implements.” From the 
opinions expressed, it was apparent that 
the plan is generally favored by the 
dealers. 


William Butterworth Speaks 


William Butterworth, president, 
United States Chamber of Commerce, 
and chairman of the board, John Duse 
& Co., spoke on “The Business Man’s 
Place in the Modern Scheme of 
Things,” saying in part: “Business, in 
a very intimate sense, is the custodian 
of national prosperity. Business prob- 
lems, and practices, thus, intimately 
affect the welfare of the entire commu- 
nity. This gives the processes of busi- 
ness a public interest and entails a 
public responsibility upon business and 
business men. This responsibility in- 
creases as business horizons widen and 
as its processes become more intricate 
and more complicated and more and 
more intimately intertwined with the 
daily life of our people.” 

At the second session, Wednesday 
morning, J. E. Anderson, Kansas City, 
Mo., president of the Kansas City 
Hardware, Implement & Tractor Club, 
welcomed the delegates in behalf of 
the local dealers. President Heinlein 
then introduced J. F. Goodman of the 
Dickinson-Goodman Lumber Co., who 
operate several Oklahoma stores, deal- 
ing in hardware, implements, furniture 
and lumber. Mr. Goodman acted as 
chairman, Trade Relations Committee, 
and led an open discussion of whole- 
sale and retail hardware problems. 
Representatives of nearly all the job- 
bing houses serving the Missouri River 
territory were present to give their side 
of some of the perplexing problems 
which were under consideration. Sev- 
eral dealers voiced their gratitude that 
the jobbers were willing to cooperate 
with them to the extent of being present 
at the discussion, in order to consider 
mutual problems. 

Some of the important questions un- 
der consideration were: 

Fairness of costs passed on to the 
dealer for insurance, (guaranteed de- 


livery); Breaking standard packages ; 
What service has the dealer a right to 
expect when buying in retail quantities 
at wholesale prices? BS ? 
Who should the jobbers custgmers 
be, and what shotld they be allowed to 
buy for their own use? What about 
cut-rate drug stores and grocery stores 
as outlets for the jobber ? 

Is the jobber right in demanding the 
reciprocal relation of dealer loyalty to 
jobber, for jobber loyalty to dealer? 
What can the jobber’s salesmen do 
to help build the retail business as well 
as his own? 

These questions were the subject of 
considerable friendly discussion, both 
pro and con, and as a result a motion 
was passed that a committee composed 
of five jobbers, and five dealers, be 
chosen to minutely consider the prob- 
lems, and to outline remedies. 


Donald MacDonald Addresses 
Thursday Se-:sion 

Thursday’s session was also very in- 
teresting and attendance was _ better 
than usual for a closing meeting. Don- 
ald McDonald, Jr., of B. F. Avery & 
Sons, Louisville, Ky., vice-president of 
the National Association of Farm 
Equipment Manufacturers, was the first 
speaker. Mr. McDonald’s address on 
“Farm Equipment Week,” was brief, 
but enlightening‘ he said in part: 
“Man’s output has increased 47 per 
cent in the last 28 years. This has 
been due to more systematic methods 
and better equipment.” He then enu- 
merated the benefits of Farm Equip- 
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ment Week, and implored dealers to 
give the plan better support and whole- 
hearted cooperation. In closing he ad- 
vised dealers to triple their advertising 
expense in order to double their present 
volume of business. He related how 
successfully this plan had worked out 
ia practice, when used by his own firm. 

A report of the Resolutions Commit- 
tee was then read by Clayton Lehman. 
The report favored: Suggested resale 
prices on implements: the advertising 
of retail prices; local business clubs; 
the principle of the Capper-Kelly bill; 











more advertising; and joint dealer 





displays during Farm Equipment Week. 

It deplored: The granting of dealers’ 
franchises too closely together, and the 
“Trade-In Evil.” 

Thanks were extended through the 
resolutions, to the trade press, news- 
papers, and hosts of the convention. 
Gratitude was also expressed for the 
efficient sérvicés of President Hein- 
lein and Secretary Hodge. 


Saunders Norvell on Distribution 


Saunders Norvell, president of Rem- 
ington Arms Co., Inc., New York City, 
who spoke on “New Problems in Dis- 
tribution,” said in part: “I am well ac- 
quainted with this territory and -with 
many of the dealers in this audience 
and so it is especially fitting that I 
should be here today. 

“About 48 years ago | came through 
Kansas City on my way to a territory 
for the Simmons Hardware Co. At 
the end of the first year on the road 
I received a bonus of $600 for having 
the best sales record in Kansas. 

“Those were the good old days when 
a quarter would buy a big fat hen and 
other things were just as reasonable. 
I went to Salina, bought a cottage and 
was married. This was about 1868 and 
we certainly have seen changes since 
that day. There were no telephones, 
automobiles or radios and farmers came 
to town in wagons from a trading ra- 
dius’ of about 15 miles. 

“Now things are quite different. We 
have the chain stores, manufacturers 
producing thirty million dollars worth 
of goods, we are asked by the chains to 
provide goods on which they could cut 
the price about 7% to 10 per cent. 
Dealers should select other lines than 
those sold by the chains and stop buy- 
ing goods made by manufacturers who 
supply them. 

“We American people are traveling 
at too fast a pace. The opportunity 
for making money is the best ever. 
Obtain a cash surplus by self-sacrifice, 
be economical and don’t try to keep up 
with the Joneses.” 

At the conclusion of his address, Mr. 
Norvell received a standing vote of 
thanks from the association for his 
interesting address. 

Acting on the report of the nominat- 
ing committee, the following officers 
were then elected: President, Fred L. 
Taylor, Lyons, Kan.‘ vice-president, T. 
B. Shannon, Iola, Kan.; directors: J. 
F. Goodman, Kansas City, Mo.; Al. G. 
Wright, Arkansas City, Kan.; Douglas 
Pennyman, Fort Scott, Kansas; Claud 
Cave, Sublette, Kan. J. D. Reynolds, 
Carthage, Mo., was chosen to fill the 
unexpired term of Director J. F. Par- 
trish, deceased, of Hamilton, Mo. 

After reports by the Auditing Com- 
mittee, and the Committee on Necrol- 
ogy, the convention was adjourned. 
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C. A. Paeschke Again President 
Geuder, Paeschke & Frey Co. 


Charles A. Paeschke, president of Geu- 
der, Paeschke & Frey Co., Milwaukee, 
Wis., was reelected president of the or- 
ganization at a recent meeting of the board 
of directors. 


3 CHAS. A. PAESCHKE 


* 


F. J. Frey was elected first vice-presi- 
dent and treasurer; Charles Paeschke, Jr., 
vice-president and secretary; Frank Frey, 
Jr., vice-president and production manager. 

John F. Harmon was elected assistant 


F. J. FREY 


secretary; Henry F. Millmann, manager 
of purchases; Phil Kempter, works man- 
ager, and Carl H. Voss, sales manager. 

As ‘was briefly stated in a recent news 
item, the Geuder, Paeschke & Frey Co. 
was -founded in 1880 by William Geuder, 
Charles A, Paeschke and Frank J. Frey. 
Mr. Geuder died some years ago. Both 
Mr. .Paeschke and Mr. Frey are still ac- 
tively engaged in the business. The three 
men: were all brothers-in-law. 

Among the many employees who have 
been with the organization more than 
twenty-five years are: John F. Harmon, 
thirty-eight years; Henry F. Millmann, 
thirty-seven years; Phil Kempter, thirty- 
one years; Carl H. Voss, twenty years, 
and Charles Paeschke, Jr., twenty-five 
years. 





The firm is one of the oldest in the coun- 
try manufacturing complete lines of kitchen 


CHAS. PAESCHKE, Jr. 


wares and household utensils, including 
galvanized ware, tinware, japanned ware, 
ash and garbage cans and special stamp- 
ings. The plant occupies more than seven- 


FRANK FREY,, Jr. 


teen acres of floor space, with its produc- 
tion running ‘into millions of dollars an- 
nually. 


Walter W. Miller Co. Succeeds 
The Geo. Wm. Hoffman Co. 


Walter W. Miller, associated with the 
George William Hoffman Co., Indianapolis, 
Ind., for the past twenty-three years, has 
formed the Walter W. Miller Co. and 
taken over the Hoffman business. The new 
company will continue to manufacture the 
two well known metal polishes—the Bar- 
Keeper’s Friend and the U. S. Metal Pol- 
ish—under the name of Walter W. Miller 
Co., successor to George William Hoffman 
Co. 

George William Hoffman, founder of 
the company, died in 1912, and the busi- 
ness was incorporated in 1912, continuing 
until Dec. 31, 1928, when taken over by 
the new company. A branch office will 
be maintained in San Francisco. 








Wm. Rose & Bros. Appoint 
Six National Representatives 


Wm. Rose & Bros., Sharon Hill, Pa., 
manufacturers of’ mechanics’ tools, an- 
nounce the appointment of the following 
sales representatives : 

Henricks & Howell, 41 Murray Street, 
New York City, will cover New York, 
New Jersey, Pennsylvania, Delaware, 
Maryland, and District of Columbia. 

A. H. Deveney & Co., 706 Fourth Na- 
tional Bank Building, Atlanta, Ga., will 
represent the company in Virginia, North 
and South Carolina, Georgia, Florida, 
West Virginia, Kentucky, Tennessee, Mis- 
sissippi, Louisiana, Arkansas, Alabama, 
Oklahoma, and Texas, except El Paso. 

C. E. Bullock, Inc., 174 North Wacker 
Drive, Chicago, IIl., will cover Ohio, Indi- 
ana, Michigan, Wisconsin, Minnesota, 
Iowa, Illinois, Missouri, North and South 
Dakota, Kansas and Nebraska. 

Wiebusch & Hilger, 110 Lafayette Street, 
New York City, will represent Wm. Rose 
& Bros. in Maine, New Hampshire, Ver- 
mont, Massachusetts, Connecticut, and 
Rhode Island. 

J. B. Lippincott Co., Sheldon Building, 
San Francisco, will cover Washington, 
Oregon, Idaho, California, Arizona, New 
Mexico, and El Paso, Tex. 

Geo. P Fraser, 39 Tyndall Avenue, To- 
ronto, will cover the Dominion of Canada. 


Frank A. Bare Entertains 
Association Officers 


On Monday evening, Jan. 14, Frank A. 
Bare, president the Tritch Hardware Co., 
Denver, Colo., entertained the officers of 
the Mountain States Hardware Associa- 
tion with a banquet at the Denver Club, 
in honor of Llew S. Soule, editor Harp- 
waArE Ace, George M. Gray, Coshocton, 
Ohio, and National Secretary Herbert P. 
Sheets. 

The speakers were: Llew S. Soule, John 
Valentine, Boulder, Colo. (known as the 
Will Rogers of Colorado); State Senator 
Pingree (a hardware man), and Prof. W. 
J. Risley of the Colorado School of 
Mines, Golden, Colo. 

It was an enjoyable affair, and reflected 
the friendship and cooperation of retailers 
and wholesalers of the Rocky Mountain 
region. 


William De Pree Dies—Veteran 
Zeeland, Mich., Retail Dealer 


William De Pree, founder of William 
De Pree Co., retail hardware distributor 
of Zeeland, Mich., passed away recently 
at the home of his daughter in Holland, 
Mich. 

Mr. De Pree was born in Zeeland and 
founded the company bearing his name 
more than 50 years ago. 

He was the second oldest retail hard- 
ware dealer in Michigan, and at the time 
of his death was 76 years of age. 
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| C. B. Davis Now President 
United States Rubber Co. 


C. B. Davis, president of the du Pont 
Viscoloid Co., has recently been elected 
president and chairman of the board of 
the United States Rubber Co., 1790 Broad- 
way, New York City. 


Cutler-Hammer Mfg. Co. 
Changes Name to Cutler- 
Hammer, Inc. 


Cutler-Hammer Mfg. Co.,. Milwaukee, 
Wis., has changed its name to Cutler- 
Hammer, Inc. This organization now in- 
cludes the Cream City Foundry Co., Mil- 
waukee, and the Cutler-Hammer Mfg. Co., 
New York, which it has owned and oper- 
ated and will continue to operate as branch 
offices of Cutler-Hammer, Inc. 

F. R. Bacon is chairman of the board; 
B. L. Worden, president; F. L. Pierce 
and J. C. Wilson, vice-presidents; H. F. 
Vogt, treasurer, and W. C. Stevens, sec- 
retary. 


The Turner & Seymour Mfg. Co. 
Buys Browne & Dowd Mfg. Co. 


The Turner & Seymour Mfg. Co., of 
Torrington, Conn., maker of the well- 
known Blue Line of’ kitchen tools, has 
recently purchased the Browne & Dowd 
Mfg. Co., of Meriden, Conn. 

For forty years the Browne & Dowd 
Mfg. Co. have been making can openers 
and other household utensils, although of 
late its activities have been concentrated 
on the improved “King” can and _ bottle 
opener. 

The equipment of the Browne & Dowd 
plant has been moved to the Turner & 
Seymour factory at Torrington, and is 
already in operation there. 

The addition gives to Turner & Sey- 
mour an inexpensive can opener, for in 
the past they have limited their manufac- 
tures to the medium and high-grade “Blue 
Streak.” While the name Browne & Dowd 
will be missed in the hardware trade, it 
is interesting to know that their product 
will now be made by a company with a 
background of more than 70 years’ expe- 
rience. 


Mrs. Viola D. Kraus Dies 


Mrs. Viola D. Kraus, for many years 
connected with the Chelsea Hardware Co., 
Inc., 275 Sixth Avenue, New York City, 
passed away recently at her New York 
home. 


Interstate Merchants Council 
Plans Semi-Annual Convention 


The fifteenth semi-annual convention of 
the Interstate Merchants’ Council will be 
held on Tuesday, Wednesday and Thurs- 
day, Feb. 5, 6 and 7, on the mezzanine floor 
of the Hotel Sherman in Chicago, IIl. 

There will be several addresses by men 
of national prominence, round table dis- 








cussions and an interesting program of 
entertainment. 

Members of the Interstate Merchants’ 
Council are entitled to a reduced railroad 
fare. The offices of the Council are at 
10 La Salle Street, Chicago. 





W. H. Wagner Dead—President 
Wagner Mfg. Co., Sidney, Ohio 
William H. Wagner, president of the 

Wagner Mfg. Co., Sidney, Ohio, passed 

away recently at his home in that city fol- 

lowing a lingering illness. 








W. H. WAGNER 











Mr. Wagner was one of Sidney’s most 
widely known and respected citizens. He 
was born there in May, 1855, and attended 
local schools. He was an organizer of 
Sidney’s First National Bank, serving as 
its president from its inception in 1889 
until his death. Mr. Wagner was also 
president of the Sidney Telephone Co. and 
a director and officer of the Monarch Ma- 
chine Tool Co. and the Sidney Machine 
Tool Co., both of Sidney. He was a 
member of several local organizations 
and at all times had the welfare of his 
home city in his heart. Several relatives 
survive. 





Ice Tool Catalog Issued by 


Gifford-Wood Co., Hudson, N. Y. 


Catalog No. 1028-N, covering its com- 
plete line of ice tools and ice-handling ma- 
chinery, has been issued by Gifford-Wood 
Co., Hudson, N. Y. 

In this catalog are illustrated and de- 
scribed many types and models of ice saws, 
chisels, scoops, hooks, tongs, picks, shavers, 
shoulder pads and ice mats, choppers and 
miscellaneous tools. The book is profuse- 
ly illustrated and will be valuable to those 
interested in this merchandise, 





P. R. Steiren to Buy Sporting 
Goods Again for Peden Firm 


P. R. Stieren, who last year was forced 
by other duties to relinquish the buying of 
sporting goods for Peden Iron & Steel Co., 
Houston, Tex., has again assumed that po- 
sition. In addition, Mr. Stieren will also 
buy general hardware. 








Atwater Kent Distributors Con- 
vene in New York City 


Atwater Kent distributors from all sec- 
tions of the United States gathered at the 
Hotel Pennsylvania, Philadelphia, Pa., on 
Tuesday, Jan. 15, for a one-day convention 
and business meeting. So great was the 
enthusiasm that the one-day conference 
became a two-day conference, and only at 
a late hour Wednesday afternoon was it 
agreed that the ground had been covered. 
The new electric dynamic set held the cen- 
ter of interest, and the whole sales plan 
met with hearty approval. 

It was pointed out by Vernon W. Colla- 
more, general sales manager, that 1929 
should be a banner year for all concerned 
with the manufacture and sale of radios. 

A. Atwater Kent announced that a new 
cabinet merchandising plan had _ been 
worked out and that cabinet manufac- 
turers would shortly be in shape to supply 
the needs of distributors. 

On the speaker's program were A. At- 
water Kent, Vernon W. Collamore, gen- 
eral sales manager; Richard FE. Smiley, 
assistant general sales manager; “Dave” 
Bauer, advertising manager; “Pop” Dyson, 
credit manager, and L. A. Charbonnier, 
service manager. 


Larger Rural Mail Box Will 
Not Be Effective Until July 1 


As stated recently, Postmaster General 
New has approved of a larger rural mail 
box, about four times the dimensions of 
the present box. It will be built on the 
same general lines as the old one and will 
accommodate most parcel post packages as 
well as first class mail and newspapers. 
The new box does not replace the old box 
officially until July 1, 1929, as provided in 
Postmaster New’s order: “All mail boxes 
provided and erected on and after July 1 
shall conform to the following specifica- 
tions and drawings herein referred to—” 

Commenting on this change, one manu- 
facturer says: “It will be some time be- 
fore any manufacturer can make deliveries 
on the new box, and at the present it is 
understood that the manufacturers plan to 
continue to manufacture and furnish the 
two present designs.” 


J. D. Brown Dies—Treasurer 
George Krause Hardware Co. 


John D. Brown, treasurer of the George 
Krause Hardware Lebanon, Pa., 
passed away on Friday, Jan. 25, at his 
late residence in that city. Mr. Brown 
was connected with the company for more 
than fifty years. 


Co., 


D. G. Baldwin Co. Named by 
The Irwin Auger Bit Co. 


The Irwin Auger Bit Co., Wilmington, 
Ohio, has appointed D. G. Baldwin Co., 
41 Murray Street, New York City, as its 
sales representative in the metropolitan 
district. This concern succeeds Johnson 
& Miller, who resigned on Jan. 17. 
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Adolph Kastor: & Bros. Merge’ 
with Camillus Cutlery Co. 


Adolph.. Kastor & Bros., 1239, Broad- 
way, New .York City, a partnership which 
has been in..existence for over 50 years, 
engaged in the general cutlery importing 
business, was recently made a corporation 
and merged with the Camillus Cutlery Co., 
Camillus, N. Y., for whom Adolph Kas- 
tor & Bros. have acted as sole agents for 
nearly 30 years. 

The capital stock. of the Camillus Cut- 
lery Co. was increased to $400,000 of 8 
per cent cumulative preferred stock and 
$100,000 common stock in order to accom- 
plish this merger. This step was taken by 
the two companies in line with the current 
move for simplification in business and to 
provide economies of accounting and op- 
eration. 

The. new corporation will continue to 
maintain its. sales offices at 1239 Broad- 
way, New York City, under the name of 
Adolph Kastor & Bros., Inc. It will con- 
tinue to sell as previously the products of 
the. Camillus Cutlery Co., the Stainless 
Cutlery Co. and the Syracuse Knife Co., 
as well as the well known brands of 
Wadsworth, Morley and Kastor pocket 
knives, scissors, nail nippers, barber shears 
and other cutlery. 

The officers of the Camillus Cutlery 
Co. remain as heretofore: Adolph Kastor, 
president; August Kastor, vice-president ; 
William D. Wallace, vice-president ; Harry 
K. Zust, vice-president; Robert N. Kas- 
tor, secretary; Max Landis, assistant sec- 
retary; Alfred B. Kastor, treasurer; E. M. 
Netter, assistant treasurer. 


New York Edison Co. to Sell 
Electrical Appliances 


The New York Edison Co., New York 
City, will enter the merchandising field by 
selling electrical appliances at its show- 
rooms as a part of the new organization 
of the company in the recent consolidation 
of electrical utilities, according to Matthew 
S. Sloan, president of New York Edison, 
who addressed the New York Electrical 
League at its regular monthly meeting at 
the Hotel Astor recently. 


Vulcan Tool Mfg. Co. Appoints 
Surpless, Dunn & Company 


Vulcan Tool Mfg. Co., 35 Liberty Street, 
Quincy, Mass., announces the appointment 
of Surpless, Dunn & Co., 74 Murray Street, 
New York City, as its general sales repre- 
sentatives for the United States, Canadian 
and export trade. 

Surpless, Dunn & Co. maintain an office 
at 34 N. Clinton Street, Chicago, IIl., 
where a general stock of “Vulcan” tools 
will be carried, as well as at New York. 


The Hoover & Allison Co. 
Make Changes in Xenia Plant 


In order to simplify its manufacturing 
problems and to gain more efficiency in 
operation, The Hoover & Allison Co., 
manufacturer of cordage in Xenia, Ohio, 
is now making structural changes in its 
plant. 





The executive offices are being moved 
from the business center of Xenia down 
to the plant, and in order to accommodate 
the staff,; additions and alterations have 
been made to several buildings. 


Washing Machine Makers Elect 
New Officers for 1929 


At a meeting held in Chicago on 
Friday, Jan. 18, the following officers 
were elected to serve the American Wash- 
ing Machine Manufacturers’ Association: 
President, J. C. Nelson, Syracuse Washing 
Machine Corporation. Executive Commit- 
tee, Chairman, E. H. Maytag, Maytag 
Co.; T. W. Behan, 1900 Washer Co.; F. H. 
Bergeman, One Minute Mfg. Co.; H. L. 
Ogg, Automatic Washer Co.; L. E. Dietz, 
Boss Washing Machine Co. First Vice- 
president, R. D. Hunt, Dexter Co.; Second 
Vice-president, Albert Haag, Haag Bros. 
Co.; Third Vice-president, Arthur Peters, 
Horton Mfg, Co. Treasurer, W. H. Voss, 
Voss Bros... Mfg. Co. 

Enoch B.’ Seitz has resigned as execu- 
tive secretary ‘and his successor has not 
been chosen. 


Bombay Manufacturers’ Agent 
Seeks Hardware Accounts Here 


Chimanlal Desai, proprietor of Chi- 
manlal Desai & Co., American manufac- 
turers’ agent for automobile parts and 
accessories at Alice Buildings, Hornsby 
Road, Bombay, India, is now in New 
York City. 

Mr. Desai, a graduate of an American 
university, has returned to this country 
to visit hardware manufacturers with a 
view of representing them in Bombay. 
Before leaving this country, Mr. Desai 
will call on hardware manufacturers who 
would consider having their products han- 
dled by his company in India, and who 
will communicate with him at 400 West 
End Avenue, New York City, within the 
next four weeks. / 


Australian Firm Desires to 
Represent U. S. Manufacturers 


Best Universal Lock Co., Wingello 
House, Angel Place, Sydney, N. S. W., 
Australia, is desirous of securing from 
American hardware manufacturers the ex- 
clusive selling agency for their products 
throughout Australia and New Zealand. 

In a recent letter from J. P. Frank, 
managing director, it is stated that the 
company is well organized, enjoying a 
large volume of turnover throughout the 
country and is practically the only organ- 
ization in Australia that specializes and 
concentrates on a few lines. The Best 
company purchases all imports on its own 
account as jobbers, but is not only a job- 
ber in the sense of the word but an im- 
porter and selling agent, buying on its own 
account. 

The National Bank of Asia, Ltd., is 
given as a reference. 





Manhattan and Bronx Dealers 
Elect Kohlmeier President 


J. M. Kohlmeier was elected to the 
presidency of the Hardware. and Supply 
Dealers Association of Manhattan and 
Bronx, at the organization’s annual meet- 
ing, held in the Cecil Restaurant, 2512 
Broadway, New York City, on the evening 
of Jan. 24. He succeeds Jos. Ringler, who 
becomes a director of the association. 

George Steets was elected vice-president 
and Jean Blair was re-elected treasurer. 
Fred Becky was made a director. 

President Ringler called the meeting to 
order at the close of the annual banquet. 
The election was the first business of the 
evening and the newly elected president was 
introduced by Jos. Gleason, a past presi- 
dent of the association. Mr. Gleason spoke 
of the early activities of the organization 
and expressed his pleasure in being able to 
assist at the meeting, particularly so as 
President Kohlmeier’s father was the first 
president of the Manhattan and Bronx as- 
sociation. 


Randel Now with A. C. Horn Co. 


Allen L. Randel, formerly with the Hilo 
Varnish Co., is now in charge of the east- 
ern Pennsylvania territory for A. C. Horn 
Co., Long Island City, N. Y. 


Clark Bros. Bolt Co. Sends 
Anniversary Card to Trade 


During 1929 the Clark Bros. Bolt Co., 
Milldale, Conn., will celebrate the 75th 
anniversary of its existence. As a me- 
mento of this fact, the company is dis- 
tributing to the trade an attractively print- 
ed card bearing a photograph of the plant 
on one side and a calendar for 1929 on 
the reverse side. 


G. O. Bell Dies—President 
Bell Hardware Company 


George O. Bell, president of the Bell 
Hardware Co., Stoneham, Mass., died 
early Wednesday morning, Jan. 16 at the 
home of his son-in-law, Myron P. Peffers 
in that town. Mr. Bell had been in poor 
health the past year. 

He was born in Woburn, Mass., in 
1848, the son of James and Susan Bell, 
and went to Stoneham 43 years ago to 
work in the W. E. Clark hardware store. 
He started his own business in 1902. Mr. 
Bell leaves a son, Ernest, associated with 
him in business, a daughter and a sister. 
Funeral services were conducted on Satur- 
day, Jan. 19. 


S. A. and Max Washburn Buy 
Cleveland Hardware Company 


S. A. and Max Washburn, former own- 
ers of Washburn & Co., Shelby, N. C., 
have purchased the Cleveland Hardware 
Co. of that place and will operate the busi- 
ness under the same name. The Cleveland 
company does both a wholesale and retail 
business. 
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Akron Hardware & Supply Co. 
Salesmen Hold Annual Banquet 


New trends in selling were discussed by 
Robert Guinther, president of the Board 
of Education and prominent attorney, at 
the annual sales banquet of the Hardware 
& Supply Co., Akron, Ohio, held at the 
University Club. 

Eighty employees attended the meeting, 
over which H. H. Kuhn, general manager, 
presided as toastmaster. J. Edward Good, 
president of the company, also took part 
in the program. 

Self-introduction of the salesmen, each 
of whom told how long he had been em- 
ployed. by the company, was one of the fea- 
tures of the program. Nine men, includ- 
ing Mr. Good, James Hackett, W. W. 
Wohlwend, T. L. Hamlin, W. T. Flower, 
E. W. Hartzell, P.. F. Hamlin, W. K. 
Savinger and Ira Miller, accounted for 
271 years of service, or an average of 34 
years. Thirty-nine salesmen totaled 736 
years. 





Hoover Bulletin No. 92 will 
Help Dealer in Sales Campaign 


The 1929 Special Campaign Advertising 
Bulletin No. 92 has recently been com- 
pleted by The Hoover Co., North Canton, 
Ohio. 

In this booklet are contained plans to 
aid the down-payment campaigns. Avail- 
able material and suggestions to help the 
dealer in the conduct of this campaign 
to sell sweepers on a small down payment 
are also included. Sample advertisements, 
form letters, stickers and miscellaneous 
selling helps are shown. 





Adolph C. Galm Dead 


Adolph C. Galm, president of A. C. 
Galm, Inc., 804 Bergen Street, Newark, 
N. J., passed away on Jan. 14 at his home 
in that city. 

Mr. Galm was connected with the Galm 
organization for about 15 years and was 
elected president upon the incorporation 
three years ago. He was formerly asso- 
ciated with Patterson & Galm, of Orange 
Street, Newark, N. J. 

Plural pneumonia caused the death of 
this retailer in his 42nd year. 





Chas. Freshman Co. Reduces 
Cabinet Model Radio Prices 


Price reductions on all cabinet models 
of the Freshman line of radio sets were 
announced today by Harry A. Beach, vice- 
president and director of sales for the 
Chas. Freshman Co., Inc., New York City. 

The recent consolidation of the Fresh- 
man-Freed-Eisemann interests, together 
with a general expansion program, made 
the reductions possible, according to Mr. 
Beach. 

The new list prices of the various models 
follows: Q-16, $99; QD-16, $129; N-12, 
$149, and N-17, $195. These prices are 
without tubes. The company also an- 
nounced that a full merchandise rebate will 
be granted all dealers handling the line. 








Pyrene Mfg. Co. Announces 

Executive Personnel Changes 

Within the last few weeks there have 
been several important changes in the ex- 
ecutive personnel of the Pyrene Mfg. Co., 
560 Belmont Avenue, Newark, N. J. 





C. M. BUNNELL 


E. G. Weed, for the last six years presi- 
dent and general manager of the Pyrene 
Mfg. Co. of Canada, Ltd., has been made 
vice-president in charge of sales and ad- 
vertising of the Pyrene Mfg. Co. 

C. M. Bunnell, connected with the sales 





J. P. MALONEY 


department for the past five years and 
latterly as assistant to former President 
Walter Bauer, who passed away a year 
ago, has been made general sales man- 
ager. Before joining the Pyrene organ- 
ization, Mr. Bunnell was for nearly 13 
years with the General Electric Co., Edi- 
son Lamp Works. 

J. P. Maloney, who has been with the 
company for 18 years in various sales ca- 
pacities and recently as general field sales 
manager, has been advanced to the posi- 
tion of assistant general sales manager. 

R. B. Dickson, manager of the Eastern 





Div., is now in charge of industrial sales. 





Several Executive Changes in 
Sterling Grinding Wheel Co. 


H. W. Caldwell, president of the Cleve- 
land Stone Co. has been elected to the 
presidency of The Sterling Grinding Wheel 
Co., Tiffin, Ohio, its abrasive division. 

A. W. Curtis, for many years manager 
of grindstone sales for the Cleveland com- 
pany has been made vice-president of the 
Sterling organization. He is known to 
many hardware men through many years 
contact with them. 

Arthur E. Tulk, cashier of The Sterling 
Grinding Wheel organization has been 
made treasurer of the company. 





Paint Specialties Shown in 
New Sheffield Bronze Catalog 


A large number of fast-moving paint 
specialties are being shown in the 1929 
catalog of the Sheffield Bronze Powder 
Co., 2573 East Fifty-fifth Street, Cleve- 
land, Ohio. 

Leon Diamond, president of the com- 
pany, announces that this book is one of 
the most comprehensive display of spe- 
cialties ever offered. Many new special- 
ties, in addition to their regular well- 
known items, are being shown for the first 
time. The book is pocket size, contains 
16 pages, and inclosed in a striking, mod- 
ernistic four-color cover. 





McKinney Mfg. Co. Issues 
Butt and Hinge Net Price Book 


The McKinney Mfg. Co. has recently 
published an illustrated descriptive net 
price book, covering its line of butts and 
hinges, as well as other shelf hardware. 
This is an innovation to the trade and has 
been laid out and edited with the specific 
purpose of making it readily comprehen- 
sive to those interested in the prices of 
hinges. 

It was found necessary to change some 
of the catalog numbers of the items in 
order to make room for a great many new 
ones. In the front of the book is an ar- 
ticke covering the factors in determining 
the quality and finishes in butt hinges. 





Shapleigh Hardware Co. Issues 
General Catalog No. 350 


General Hardware Catalog No. 350 has 
recently beeen issued by the Shapleigh 
Hardware Co., St. Louis, Mo. 

In addition to describing and illustrat- 
ing a wide variety of merchandise, the 
book contains a great deal of helpful in- 
formation for the retail dealer. Many 
practical selling suggestions and much use- 
ful information relative to the merchan- 
dise are included. Buying suggestions will 
also be found helpful. 





K. R. Babb, Hardware Dealer, 
Elected Mayor of Xenia, Ohio 


Karl R. Babb, member of the Babb 
Hardware Co., Xenia, Ohio, has been 
elected mayor of the city. Mr. Babb is 
also a city commissioner and is past presi- 
dent of the Kiwanis Club and the Social 
Service League. 
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A Price Ticket Assortment 


A complete assortment of price tickets 
to fit standard holders is now being offered 
to the trade by W. C. Heller & Co, 
Montpelier, Ohio. These tickets are 
packed in a handy box and known as as- 
sortment No. PT 1200. 

There are 1200 tickets, 7% by 2% in., of 
thirty different denominations from 5 


cents to one dollar. Also, two booklets 
of gummed numerals and words to make 
odd amounts. The figures are black on a 
yellow background. With this assortment 
it is possible to price all merchandise. It 
has been prepared especially for the hard- 
ware trade. 


A Closer for Heavy Doors 


A door closer designed to operate effi- 
ciently on heavier doors has been offered 
to the trade by the Everedy Co., Freder- 
ick, Md. 


The “Everedy” Double Duty Door 
Closer No. 2000 is powerful in action; 
quiet and sure in operation. It is unique 
in the fact that the synchronized action of 
the jamb-spring and the barrel-spring ex- 
ert a harmonious and united closing 
power. All parts of this door closer are 
of extra heavy construction. It can be 
adjusted to various closing speeds and is 
well finished in dull brass. 

Packed individually in an attractive 
three-color display carton with complete 
instructions for installation. 


Eveready Portable Flasher 


The development of a new automatic 
warning signal by the National Carbon 
Co., 3) E. Forty-second Street, New York 
City, has been recently announced. 

The new signal, known as the Eveready 


Portable Flasher, is said to have far 
greater visibility than an ordinary oil lan- 
tern and is cheaper to operate. The 
Flasher is readily portable, the entire out- 
fit fully operated with batteries weighs 
only 16 lb. The four batteries used are 
the standard 6 in. Eveready Columbia Ig- 
nitors. The intermittent flash helps to 
preserve the life of the batteries. It is 





estimated that the new light, operating 
steadily will cost only $10 a year to keep 
charged. Once it goes into operation the 
flasher requires no attention except to re- 
place the batteries every two or three 
months. The battery compartment is con- 


structed of seamless steel, attractively fin- 
ished in red and the top is cadmium plated 
for weather protection. The heavy Fres- 
nel-type red glass lens throws a powerful 
warning beam and the padlock for the bat- 
tery compartment has an extra long hasp 
so that the unit can be protected from 
theft. 

The manufacturer states that while the 
first cost of the flasher is considerably 
more than the initial cost of a lantern, its 
maintenance is much less over a reason- 
able period of time, also that its greater 
warning power enables one flasher to dis- 
place several other beacons. Height is 16 
in., diameter 7 in. 


Two New Hoeft & Co. Items 


Moe’s adjustable roof saddle for a 
brooder stove pipe is manufactured by 
Hoeft & Co., Inc., North Chicago, III. 

It is made of galvanized steel and ad- 


justable to any required angle, from an 
almost flat roof to one-half pitch. Quickly 
adjusted and locked rigidly in the desired 
position. Made for both 4 and 5-in. brooder 
pipe. 

A Chimney Cap for the brooder stove 
pipe is also produced by this manufac- 
turer. It too, is made of galvanized steel 
and designed to slip on the top of the reg- 
ular pipe. This device keeps out rain and 
snow and tends to improve the draft. 
Easy to install and made in two sizes for 
4 and 5-in. stove pipes. 





A Collapsible Hose Reel 


From 100 to 150 feet of hose can be 
carried on the new Cleve-Way Collapsible 
Hose Reel, manufactured by the Cleve- 
Way Mfg. Co., 3043 Carnegie Avenue, 
Cleveland, Ohio. 

It is simple and sturdy in construction, 
and made entirely of steel. The inner 
circle, one inch wide, provides a good bed 
for the first layer of hose. 3 

This reel will collapse to a one inch 
thickness, making it convenient for ship- 














ping and storing. Packed one dozen to a 
carton. Size when assembled—9 in. wide 
by 24 in. high. It is easy to assemble and 
weighs but 5 Ib. Painted green. 


The New Winter Kant-Rust 


One of the newer products on the mar- 
ket of special interest to automobile users 
is the Winter Kant-Rust, produced by the 
Kant-Rust Corp., Rahway, N. J. 


Realizing that when lubrication in trans- 
mission and differential congeals in cold 
weather, it causes difficulty in gear-shifting 
and excessive strain on gears, the company 
prepared this liquid to keep the lubrication 
in a fluid condition when below the zero 
point. 

Winter Kant-Rust is said to have an un- 
changing viscosity and dissolving proper- 
ties. When a half pint of this liquid is 
added to the lubricant in the transmission 
and a similar quantity to the differential 
and crank-case, the car will be easier to 
start, the lubricant will flow freely and the 
gears will shift without trouble. 

Winter Kant-Rust comes in half pint, 
gallon and five gallon cans. The manu- 
facturer states that it is a good lubricant 
in itself and can be used on_brake mechan- . 
ism, springs, etc. 
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GENERAL MARKET NEWS 








Normally Active Market Prevails 
in Hardware Lines 


NEw YorRK, Jan. 30.—That the first month has been fairly satis- 
factory as far as general business in the hardware field is con- 


cerned is indicated by reports from important market centers. 


In 


a number of instances sales are not up to those of last January, 
but the indications are strong for a February demand ranging from 


good to heavy. 


Unseasonable weather and the fact that other lines are concen- 
trating at this time in bidding for consumers’ attention are large 


contributors to the present situation. 


Light retailers stocks and 


the advance of the season are confidently looked to for pep in the 


next few weeks. 


Prices are notably steady and collections remain fair. 





A Large Building Program 
Planned During 1929 


Approximately $8,500,000,000 will be 
expended for new construction and for 
repairs and replacements in the building 
field during 1929, according to statistics 
just compiled by the Cooper & Brass Re- 
search Association in ‘its annual building 
survey. 

This large total exceeds by about half 
a billion dollars the building expenditures 
of 1928 and establishes a new record for 
all time. 

The survey discusses in detail the build- 
ing activity anticipated for 1929 and com- 
pares it with last year. Trends of distri- 
bution of building activity are analyzed 
according to classes of structures and 
geographical sections of the country. 





Revenue Freight Loadings Rise 
115,464 Cars in Week 


Revenue freight loadings for the week 
ended Jan. 12 totaled 914,187 cars, or an 
increase compared with the preceding 
week, which includes the New Year’s holi- 
day, of 115,464 cars, the car service divi- 
sion of the American Railway Association 
announced on Jan. 22. Increases were re- 
ported in the total loading of all com- 
modities. 

The total for the week of Jan. 12 also 
was an increase of 6886 cars over the cor- 
responding week in 1928, but a decrease of 
28,544 cars under the corresponding week 
in 1927. 

Loadings for the week compared with 
the same week last year were as follows: 

Miscellaneous freight, 314,186 cars, a 
decrease of 557 cars; coal, 213,541 cars, an 
increase of 22,313 cars; grain and grain 
products, 44,083 cars, a decrease of 4668 








cars. In the western districts alone, grain 
and grain products loading totaled 30,816 
cars, a decrease of 3717 cars under the 
same week in 1928. 


Week’s Price Average 97.2 Per 
Cent, Says Prof. Irving Fisher 
Prof. Irving Fisher of Yale University 

announced on Jan. 20, that the previous 

week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 97.2 per 
cent. The December average was 97 per 
cent; the yearly average was 98.2 per cent. 

The purchasing power of the dollar was 

102.9¢ on a 1926 basis of 100c. The De- 

cember average was 103.1c; the yearly av- 
erage was 101.8c. 

Crump’s index of English prices for the 
week on the revised 1926 level was 93.1. 
The December average was 93; the yearly 
average was 93.8. 

The Italian index on the revised 1926 
level for the week ended Jan. 12 was 75.9. 





New York Brokers’ Loans Reach 
New High Record Level 


An increase of $48,000,000 in brokers’ 
loans for the week ended Jan. 23, is re- 
ported by the Federal Reserve Bank of 
New York, based on reports from member 
banks in its district. The total of such loans 
is now $5,443,000,000, the highest figure yet 
attained. 

Owing to general activity and strength in 
the security markets, it had generally been 
expected that a larger gain would be shown 
in the loan total. The presence of a plenti- 
ful supply of funds for call loan purposes 
has been indicated by the easy conditions in 
the market, the rate having been steady 
around 6 per cent during the past week. 





Secretary Whiting Declares 1928 
a Record Industrial Year 


The greatest production and trade in the 
history of American industry was recorded 
in 1928, in spite of low activity in some 
branches at the beginning of the year, it 
was declared on Jan. 24, by Secretary of 
Commerce Whiting. Final and official re- 
turns reaching the department from lead- 
ing trades and industries, he said, show 
that the year marked a continuance of the 
longest period of general business stability 
ever witnessed. 

“Practically without interruption, indus- 
trial activity, if allowance is made for sea- 
sonal changes, showed gains month by 
month during the year and this without any 
appreciable increase in commodity stocks,” 
the secretary declared. “The quantitative 
index of manufacturing production, the 
most complete measure of industrial activ- 
ity exceeded the previous high record of 
1927. The construction industry, which for 
the last few years has had such an impor- 
tant part in creating new demands for man- 
ufactured products and for labor, showed 
considerably larger activity than has ever 
before been recorded. The automobile in- 
dustry regained its previous stride and for 
the year registered the largest production 
on record. Retail trade, as reflected by the 
volume of business transacted by mail or- 
der houses, 10c. chains and department 
stores, was also larger than in any previous 
year. The total volume of money turnover, 
as indicated by check payments (not count- 
ing New York City where speculative stock 
transactions greatly affect the total) 
showed a gain of 9 per cent over 1927, 
which itself had made the highest record 
up to that time. 

“Agriculture for the year as a whole was 
on a sounder basis. Prices of live stock 
and animal products, reached higher levels 
and crop yields were large, showing a gain 
of almost 8 per cent over the average of 
the last ten years, and grain prices since 
August have been relatively low. The cot- 
ton situation has been abnormal. 

“The output of electric power continued 
to increase rapidly, reflecting the wider use 
of electricity, both for domestic purposes 
and in industry where electrification con- 
tributes to greater productive efficiency and 
output per worker. The production. of 
steel for the first time in history practically 
reached 50,000,000 tons. Copper produc- 
tion by smelters was larger than in any 
previous year. New orders for machine 
tools also reflected the great industrial ac- 
tivity which was wild during the year.” 
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Cincinnati Reports Trade Lagging— 
Heavy Orders Expected in February 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, Jan. 29.—The hardware jobbing trade during Janu- 
ary has been only fair and there has been a tendency on the part 
of certain jobbers in this district to cut prices on certain lines of 
products, notably wire cloth, poultry netting, ladders and roofing 


material. 


Total bookings this month are expected by local jobbing houses to 


lag slightly behind those in the same month last year. 


The cold 


weather of the past two weeks stimulated sales of highly seasona! 
items, such as tire chains, sleds and ice skates, while many winter 
commodities, including weather stripping, stoves, heaters and venti- 
lators, have been moving moderately well during the entire season. 
Shelf goods have been in fair demand. 

Prices announced for the spring trade show some variation from 


those which prevailed in 1928. 


quotations are less than last year. 
goods, such as hoes and rakes, is unchanged. 


In lawn mowers and lawn hose, 


The schedule on most steel 
In a few commodities 


prices have been reduced practically to the point where profits 
vanish, but this practice has been encouraged by jobbers outside 
of Cincinnati rather than by those in this city. 


The outlook for spring trade is fa- 
vorable. Jobbers have not shipped as 
much stock to retailers as they nor- 
mally do during January, but indica- 
tions are that deliveries the coming 
month will be heavy. Builders’ hard- 
ware is among the commodities which 
should be very active during the spring. 

Retail hardware sales have been 
somewhat sluggish, partly on account 
of bad weather, which has kept custom- 
ers indoors, and partly on account of 
an in-between season lull in trade. 


ANTI - FREEZE SOLUTIONS.—Busi- 
ness has been very brisk on account of 
low temperatures in this district. The 
volume of sales this season has been 
ahead of that a year ago. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Alcohol Glycerine.—In 1 gal. cans, 
$1.31 per gal., or $14 per doz. gal.; in 
5 gal. cans, $1.24 per gal. for one to 
three cans, $1.10 per gal.; for three 
to five cans, $1.07 per gal.; for six or 
more cans; in 50 gal. drums, 75c. per 
gal. for from one to four drums; 92c. 
per gal. for five drums or more. 
Eveready Prestone.—1% gal. 
$3.08 per gal., or $3.60 per gal. in 
cases of 4 cans; 1 gal. cans, $3.80 per 
gal., or $3.60 in cases of 6 cans; % 
gal. cans, per gal.; $3.80 per gal. in 
eases of 12 cans. 
ivo.—In 3% gal. 
drums, and in 55 
per gal. 
Alcohol.—In 1 to 4 drums, 65c. per 
gal.; in 5 to 9 drum lots, 63c. per gal.; 
— drum lots or over, 61lc. per 
Note.—There is a charge of $6 per 
drum, but this is rebated when the 
drums are returned. The capacity of 
the drums is 53 gal. 
Alcohol in 1 gal. cans, 89c. per gal.; 
in case lots of 10 cans each, 87c. per 
gal.; in 5 case lots, 85c. per gal. 


AUTOMOBILE ACCESS ORIES.— 
Sleet and icy weather brought out a 
heavy demand for chains, and this prod- 


cans, 


in 30 gal. 
$1.80 


cans, 
gal. drums, 








uct has been moving in large volume. 
Tires and tubes for spring delivery 
have been quiet, but prices are un- 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Balloon Cord Casings 
High Medium Low 
Grade Grade Grade 
$6.10 
6.75 


8.40 


High Pressure Cords 


Inner Tubes 
High 
Grade 


Balloon 


Note.—The above prices are sub- 
ject to additional discounts on spring 
orders. 


BOLTS AND NUTS.—Bookings of 
local jobbers have been holding up fair- 
ly well. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and per cent off list; stove 
bolts, 20 per cent off list; square, 





iat and tap nuts, 60 per cent off 
st. 


BUILDERS’ HARDWARE.—The 
spring season promises to be as good as 
that of last year, with residential 
building operations reaching satisfac- 
tory proportions. Quotations have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Sash Weights.—Sash weights, $1.75 
per doz. 
Inside Sets.—Square bevel inside 
sets is case lots, $4.50 per doz. 
Butts.—3% in. old copper and dull 
brass butts, 17%c. per pair in case 
lots; sand blast, brass finished butts, 
23c. per pair in case lots. 


FLASHLIGHT BATTERIES. — Busi- 
ness in this commodity has been mod- 
erately active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 138c. 
each; 3 cell tubular battery, 19%c. 
—- small or large monocells, 6c. 
each, 


GASOLINE LAMPS.—Jobbers still are 
shipping small lots to retailers. 


JOBBERS’ pape ce F TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Gasoline lamp, No. 117, $6.50 each; 
No. 118, $7 each; No. 119, $8 each; 
gasoline lantern, No. 220 $5.95 each; 
No. 228, $6.30 each; i gasoline lamps No. 
C329, $5. 50 each; No. P329, $12 each; 
No. 3B329, $6.75. each; gasoline lan- 
tern, No. L327, $4.70 each. 


GALVANIZED SPRINKLERS.—Prices 
for the spring and summer of 1929 are 
the same as last year and are given 
below. 


We quote from Cincinnati jobbers’ 
stocks: 

Four qt. sprinkling pots, $5.25 per 
doz.; 6 qt. sprinkling pots, $5.95 per 
doz.; 8 qt. sprinkling pots, $7.10 per 

doz.; 10 qt. sprinkling pots, -90 

per doz.; 12 qt. sprinkling pots, $9.00 

per doz. 
HOES.—For the spring trade the new 
quotations are printed below. They 
are the same as in 1928. 


We quote from Cincinnati jobbers’ 
stocks: 

First grade true-tempered socket 
garden hoes in 6 in. sizes, $9.84 per 
doz.; 6% in., $9.96 per doz.; 7 in., 
$9.96 per doz. 

True tempered cotton hoes in 6 in. 
size, $7.44 per doz.; ~ ® in., $7.68 per 
doz.; 7 in., $8.40 per d 

Black finish hoes in 6 "ta. size, $6.36 
per doz.; 6% in., $6.72 per doz. 

ICE SKATES.—A short period of icy 
weather resulted in a flurry of ice skate 
buying, but it was of temporary dura- 
tion. The weather has got to be so 
mild in this district during the winter 
months that jobbers are carrying only 
small stocks of ice skates. 


LAWN HOSE.—The price schedule for 
the spring season will show a reduc- 
tion from last year’s quotations. 


LAWN MOWERS.—In this line also 
there has been a downward revision of 
prices. 




















‘ NAILS.—The nail market is compara- 
tively quiet, but prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Common wire nails, $2.95 per keg. 


OIL AND GASOLINE STOVES AND 
HEATERS.—This line of products con- 
tinues active, and retailers, especially 
in the rural sections, report good sales. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Oil Ranges.—Perfection in white 
porcelain with built-in ovens, No. 339, 
with 5 Superfex burners, $140; No. 
279, $120; Puritan, with white por- 
siz with built-in oven, No. 249, 

Oil Stoves.—No. 74, Perfection, 4 
burners, $29.50; No. 73, Perfection, 
$23.25; No. 72 Perfection, $18; No. 44 
Puritan, 4 burners, $29.50; No. 43, 
Puritan, 3 burners, $23.25; No. 42 
Puritan, $18. 

Note.—Dealers’ discounts on Per- 
fection and Puritan brands on net 
purchases of less than $50, 30 per 
cent; on all net purchases, including 
and following $50 qualifying order, 
33% per cent. On all purchases 
amounting to $250 or more during 
calendar year, annual bonuses of 
from 2 per cent to 10 per cent will 
be paid, according to volume of busi- 
ness. 

Gasoline Pressure Gas _ Stoves.-~ 
Puritan, No. 714, 4 burners, $38; No. 
713, $33; No. 703, 3 burners, $126.50; 
Puritan white porcelain range, with 
built-in ovens, No. 759, $128. 

Ovens.—Perfection, No. 211, 1 burn- 
er, plain door, $2.50; No. 211G, glass 
door, $2.75; No. 122G, 2 burner, glass 
swing door, $6.20; Puritan, No. 42G, 
2 burner, glass drop door, $5.50; No. 
42, 2 burner, steel drop door, $5.25. 

Note.—Dealers’ discount on Perfec- 
tion and Puritan ovens the same as 
on Perfection stoves. 

Wicks.—Perfection and Puritan oil 
stove wicks, $5 per doz.; $60 per 
gross. (Dealers’ discounts the same 
as on Perfection stoves.) 

Oil Heaters.—Perfection portable 
kerosene burning room heaters, No. 
1686, green porcelain, Pyrex globe, 
$16.50; No. 1526, black japan, Pyrex 
globe, $9.75; No. 1530, black drums, 
nickeled trimmings, $9.25; No. 525, 
black drums and trimmings, $7.25. 


Note.—Discounts the same as on 
Perfection stoves. 
Nesco Oil Cook Stoves, 2 burner, 


$18.50 each list; 3 burner, $23.50 each 
list; 4 burner, $30 each list; 5 burner, 
$41 each list. 

High shelves for above, 2 burner, 
$5.50 each list; 3 burner, $7 each list; 
4 burner, $8.60 each list; 5 burner, 
$10.50 each list. 

Nesco Rockweave wicks, $3 per 
doz. list; chimneys complete, $2.50 
each list; glass tanks with valves, 
$1.40 each list. 

Nesco stoves and repairs take 331% 
and 5 per cent discount. 


PAINT SUPPLIES.—The bad weather 
of the past two weeks has militated 
against much activity in paint supplies. 
However, retailers are beginning to or- 
der stocks in anticipation of a brisk 
spring trade. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
78c. per gal.; turpentine, in 2 barrel 
lots, 68c. per gal.; white and red lead 
in 500 Ib. kegs, 13%c. per Ib., less 10 
per cent. 


RADIO BATTERIES.—Demand from 
the rural districts and small towns has 
been good. Prices are steady and un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 





Net price Net price 
each, less each, in 


Stock No. unit pkg. unit pkg. 
Super B bat., No. 21308 $3.20 $2.97 
Super B bat., No. 22308 2.22 2.06 
B batteries, No. 10308 2.81 2.63 
B batteries, No. 2308 1.88 1.75 
B batteries, No. 5308 1.88 1.75 
B batteries, No. 2158 1.31 1.22 
B batteries, No. 2156 1.31 1,22 
C batteries, No. 2370 38 35 
A batteries, No. 6 -40 3542 

Note.—Nos. 21308, 5308, 2158 and 


2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 
packages of 10; No. 6 is in unit pack- 
ages of 50. 


RADIO TUBES.—Sales of radio tubes 
have been excellent. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

MX199 general purpose tubes, $2.25 
each; MV 199 several purpose tubes, 
$2.25 each; MX201A general purpose 
tubes, $1.50 euch; MxX201B general 
purpose tubes, $2.50 each; MX200A 
detector tubes, $4 each; MX240 high 
Mu tubes, $2 each; MX112A power 
amplifiers, $2.75 each; MX171A power 
amplifiers, $2.75 each; MxX280 full 
wave rectifiers, $4.25 each; MX281 
half wave rectifiers, $7.50 each: 
MX226 amplifiers, $2.25 each; MY227 
detectors, $4 each. 


RAKES.—Spring prices are the same 
as in 1928 and are given below. 


We quote from Cincinnati jobbers’ 
stocks: 

True - tempered grade 12 - tooth 
rakes, $9.12 per doz.; 14-tooth, $9.84 
per doz.; 16-tooth, $10.55 per doz.; 
competition grade, i2-tooth rakes, 35 
per doz.; 14-tooth, $5.25 per doz.: 16- 
tooth, $5.85 per «oz. 


ROLLER SKATES.—Retail dealers are 
carrying fair stocks to meet the all- 
year-round call for roller skates. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Nos, 4 and 5, $1.35 per pair; No. 6. 
$1.43 per pair. 


ROOFING MATERIAL.—There has 
been a substantial reduction in the 
price of roofing material. The new 


prices are published below. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper.—Light, standard, 
80c.; medium standard, 95c.; heavy 
standard, $1.10; light Holdfast, $1; 
medium Holdfast, $1.25; heavy Hold- 
fast, $1.50; K red and green slate 
surface, $1.85. 

Roofing Coating.—Coal tar, refined, 
in barrel lots. 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 26c. per gal. 

Roofing Cement.—Liberty, elastic, 1 
Ib., 12%c.; in 5 lb. cans, 9%4c. per Ib.; 
in 10 Ib. cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per lb. Certain-teed ce- 
ment, 36 Ib. to the case, $4.25 per 
case; in 5 lb. cans, 12 cans to the 
box, 8%c. per Ib.; in 10 Ib. cans, 6 
cans to the box, 7c. per lb. 


ROPE.—Quotations given below apply 
on contract orders for delivery up to 
May 1. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 
Ocean Manila rope, 21%4c. per Ib.; 
sisal rope, 13%c. per Ib. 


SANITARY PRODUCTS.—Sales have 
held up fairly well during the month of 
January. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Desolvo special pipe cleaner, 10 0z 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. De- 
solvo, triple strength, 16 oz. size, case 
of 2 dozen cans, $4 per doz.; half 
gross lots, $3.75 per doz.; in gross 
lots, $3.50 per doz. Desolvo, triple 
strength, in 2 Ib. cans, case of 1 
doz. cans, $7 per doz.; and gross 
lots, $6.50 per doz. 
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Kloset Klean. 22 oz. size, less than 


case lots, $2.25 per doz.: case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 


$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner. 16 oz. size, $1.20 ver 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn, 4% oz. size, 
$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz. and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Hercules tile and porcelain clean- 
o $2 per doz.; in gross lots, $1 per 

oz. 

Hercules Radiator Stop Leak, 8 oz. 
cans, 1, 2 and 3 doz. cans to a carton, 
$3.50 per doz. 

Economy plumber, drain pipe 
cleaner, $2 per doz. 1 lb. cans. Same 
in 2 lb. cans, $3.90 per doz. The 1 Ib. 
size is packed 1. 2 and doz. to a 
carton. The 2 lb. size is packed in 
1 and 2 doz. cartons. 


SLEDS.—For the first time this win- 
ter snowy and icy weather the past 
week stimulated sales of sleds. 
ever, the season as a whole has brought 
only a comparatively meager trade. 
SCREWS.—There has been a normal 
movement of screws out of local ware- 
houses. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Flat head bright screws, 60 and 5 
off list; flat head blue screws, 50 and 
10 off list; round head blue screws, 
50, 10 and 5 off list; round head brass 
screws, 50 and 2% off list; bright 
wire goods, 85, 20 and 5 off list. 


SCREEN DOORS AND WINDOW 
SCREENS.—The new prices 
spring and summer trade are published 
below. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Screen Doors.—No. 241, 2 ft. 6 in. 
x 6 ft. 8 in., $18 per doz.; No. 281, 2 
ft. 6 in. x 6 ft. 8 in., $19.10 per doz.; 
No. 314, 2 ft. 6 in. x 6 ft. 8 in., $25.75 
per doz.; No. 355, 2 ft. 6 in. x 6 ft. 8 
in., $33.35 per doz.; No. 315, 2 ft. 6 
in. x 6 ft. 8 in., $32.65 per doz.; No. 
315 galvanized, 2 ft. 6 in. x 6 ft. 8 in. 
$32.95 per doz. 


Window Screens.—No. 1833, $4.30 
per doz.; No. 2433, $5.15 per doz.; 
No. 2437, $5.40 per doz.; No. 3037, 


$6.90 per doz.; No. 3637, $8 per doz. 
ATER COOLERS.—Prices will 


unchanged from the schedule which pre- 
vailed last year. 


VENTILATORS.— Business 
holding up well in this line. 


has 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Continental ventilators, wooden 
type, No. 923, $3.65; No. 937, $4; No 


949, $5.50; No. 959, $6.05; No 1537, 
$5.25; No. 1149, $7.10, and No. 836 
$3.35, all prices per doz. 

Continental ventilators, metal type, 
No. 833, $4.60; No. 837, $4.75; No 
1137, $5.30; No. 1145, $6.35; No. 1437. 
$6.90, and No. 1445, $7.80, all prices 
per doz. 

Diamond E ventilators, all metal 


type, No. 01, $4.40; No. 02, $4.80; No. 
03, $5.60: No. 1, $5.20; No. 2, $5.60 
No. 3, $6.40; No. 4, $7.60; and No. 5, 
$8.40. All Diamond E prices are per 
doz. 





How- 


for the 


been 
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Slight Improvement Noted in New 
England Retail Sales the Past Week 


(Boston Office of HARDWARE AGE) 


BOSTON, Jan. 29.—An improvement is noted in New England re- 
tail sales, but it is very slight, and business generally remains un- 
satisfactory. Retail sales for January, it is commonly predicted, 
will fall short of those for the corresponding month last year. That 
sentiment is more hopeful in retail! circles is attested by a somewhat 


more active shelf hardware jobbing market. 


To be sure, the bulk 


of retail orders received by jobbers is for small articles and for 
limited amounts of said articles, yet there is an improvement as com- 
pared with a week ago in future buying. Lawn accessories, insecti- 
cides, orchard tools, roller skates, screens and doors, screen door 
hinges and wire cloth have all figured in bookings by jobbers since 


last reports. 


January is a month when dry goods, men’s furnishings, women’s 


apparel, furniture and kindred retail lines stage 


“sales.” This 


year there appears to have been more such sales than in former 
years, and most of them have attracted quite a large number of 


customers. 
ticed into other channels. 


There is good business in store for the retailer. 


Attention to hardware store merchandise has been en- 
Conditions are but temporary, however. 


Building through- 


out New England will be active this year; much repair work and 
replacements will be required on structures now standing. Greater 
attention than ever will be given this year to the beautification of 


private grounds. 
scale. 


Gardens and farms will be cultivated on a large 


Much paint, wire cloth, conductors and similar merchandise 
will be required. There is more money than ever in the banks. It 
is up to the hardware dealer to see that he secures some of it. 





AUTOMOBILE ACCESS ORIES.— 
Aside from tire chains and anti-freeze 
compounds, automobile accessories are 
moving in limited quantities. The tire 
and tube business is poor. 


te ty QuoTtATons TO RE- 
TAILERS. BOSTON: 
Vires—Manisfela line, straight — 
s0 x 8p In 1g each; 31 x 4 5 
2 x’ in., $11. 80: 33 
12.40; 32 . Kr Ky $15.55; 33 
in., $16.20; x 4% ’in.. $16.70; 33 x 
¥ ; ~— ae is = 5 in., $22.70. Discount 
per ce 
Tires. on \fansfield line, balloon, 27 x 
4.40 in., $7.20 each; 29 x 4.40 in., '$7.60; 
30 x 4.50 in. $8.45; 30 x 5.00 in.; 
10.20; 31 x 5.00 in. , $10.65. Discount 
e cent. 
res.— Mansfield: line, balloon, six 
Py "30 x. 4.50 in., $11.05 each; 30 x 
~ in., $13.85; 30 x 5.50 in., $15.65; 
4 6.00 in., $18. 55. Discount 5 per 
an 
Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40 in., $15.60 per car- 
ton; 30 x 4.50 in., $18. Discount 10 
per cent. In less than carton lots, 
10c. per tube should be added to the 
cost. 


ee Oe. line, six to = 


33 x 6.50 in., $16. 50. Discount 10 per 
cent. In less than carton lots, 10c. 
per tube should be added to the list. 
fog ny —e 2 Pe containers, 
$3.9 per gal. con eure. 
3.60; in 1% =a, Pa -E, $3.60 for 
crate lots. Testers, $1.50 each. 


BASKETS.—There is quite a run on 
small galvanized baskets, according to 
jobbers. Evidently people in many in- 
stances are using the baskets to move 





ashes em the furnace to the ash 
barrel. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Baskets.—Galvanized, small, No. 
50, $6.75 per doz. 
COCOA MATS.—Orders for cocoa mats 
from retailers are coming in more fre- 
quently, yet business is by no means 
brisk. Mats should sell wel] from now 
until early summer months. 
JOBBERS’ } al TO RE.- 
TAILERS, F.O.B. BOSTON 
i. ~ —Cocoa door, 
, 70c. each net; No. 
90: No. 3, 18 x 30 in., "ei; 12. 
wire mats, $1.47. 
CORKS.—Although business in corks is 
by no means brisk, it is so much better 
than it has been jobbers are calling at- 
tention to that fact. 
JOBBERS’ quot Aron. TO RE- 
° BOSTON 


TAILERS, F.O 
Corks.—XX oe red, No. 5, 84c. 


Steel 


" : $2.50; No. 
$3. 50; No. 18, 4. “ghort No. 18, $3. 20. 
ma Corks. —Stra ght, No. 1%%C, $6. 90 per 


Seton, — Assortments, No. 7-20, 
$2.75 per bag of 500. 

CROQUET SETS.—The rank and file 
of retail dealers are giving little atten- 
tion to futures, but some are going 
ahead and placing orders. Among the 
goods being purchased by the latter are 
croquet sets. 


JOBBERS'’ yg apt TO RE.- 
TAILERS, F.O.B. BOST 
Croquet Sets. —Standard aatinn, 5% 





in. male, 4 ball, No. $2.50 Eset; 
No. $2.80; 8 ball, Net E8840; 6 
in. aan, a pau 8 in. 
mallet, 4 “a Se, rat No. 
AA, $6. 

FAN BELTS.—Local jobbers have 
made a slight reduction in some kinds 
and styles of fan belts. Manufacturers 


announced these changes early in 1929. 


FISHING TACKLE.—The Union Hard- 
ware Co. has placed on the market a 
new steel rod with a reversible handle 
that can be used for either bait or fly 
fishing. It is known in Boston as the 
No. BBR. Three fishing rods made by 
the Montague Rod & Reel Co., Monta- 
gue City, Mass., were presented to 
President-Elect Herbert Hoover for use 
on his fishing trip in Florida. 
titer ty 4 sore TO RE.- 
TAILERS, F.O.B 
Rods.—Steel bait, 7 Se and > tt, 

58c. each net; telescope. S% and 9 tt, 

$1.65; reversible handle, No. BBR, 

8% and 9 ft., $1.10. 
GATES.—Now is the time for the New 
England retailer to consider his spring 
and early summer porch gate require- 
ments. Jobbers already have taken 
some business for delivery a little later 
in the year. 


JOBBERS’ Se Tere TO RE.- 
TAILERS, F.O TON 
Gates.—Porch, gy $1 1 per 
a. net; 4 ft., $12. 50; 5 2 $14; 
, $15.50; 7 ft., $17. 
wine common with buying of 
screen doors and screens for next sum- 
mer’s sales, retailers are ordering 
screen door hinges in moderate quanti- 
ties. Hinges with a cadmium finish 
apparently are quite popular. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Hinges.—Screen tg Arcadia, Ca- 
dmium finish, No. 7, $1. 80 er doz. 
net; No. 7, Bn Tey » £1.50. 
half gross lots, $15 pe > pair 
net. Sargents, ‘No. 1185, double, Bre. 


per ir net; No. 193, ange 1.50 
per doz. net. Columbia, No. 28, $6.28 
<4 


per doz. net. 
per doz. net. No. 336, 
net. No. 158J, 
No. 161J, 


> 


per doz. 
$14.90 .90 per gross pair net. 
INSECTICIDES.—Jobbers are endeav- 
oring to round up orders for insecti- 
cides, but up to date results have not 
been especially gratifying. It is be- 
lieved retail stocks are small. 


JOBBERS’ SyoT AT Ons TO RE- 
TAILERS, F.0.B. BOSTON 
Insecticides.—Powdered white hel- 
lebore, in 4 Ib. containers, 48c. per 
lb. net; % Ib. containers, 35c. per Ib.; 
1 lb. containers, 27c. Bug death, in 
1 Ib. containers, $1.44 per doz. net; 
in 3 Ib. containers, $3.75: in 5 Ib. con- 
tainers = 62; in 12% Ib. containers, 
$13.50; in 160 Ib. containers, 
each. Black Jue, pate, half pints, 
35c. each; = Lg in powdered 
form, gun, 10c., ‘malt 15c., medium, 
40c. In-A-Minute, small, $3 per doz. 
net. 


PRUNING SAWS.—Jobbers are quite 
elated over the number of orders taken 
for all kinds and makes of pruning 
saws during the past week. They are 
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confident it will be a good year for such 


tools. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.5. BOSTON: 
“in, Bt Saws.—Disston, No. 
is &. in 31 . per doz. net, 18 in., $10. 35, 


oO. “a 
3. 35, ‘Atkins line, No. 3, 16 in., 
14.95 ~~ Ser net, 18 in., oe. 20 in., 
16.95. . 4, 20 in., $14.45 


RAKES—In connection with the cam- 
paign among jobbers to round up lawn 
accessory business it is interesting to 
note that orders for broom and bamboo 
rakes are running well ahead of last 
year. 
JOBBERS’ + hehe nf TO RE.- 
TAILERS, F.O.B. BOSTO 
Rakes. -iaaiho, trl $9 per 
doz. net. Broom, No. 10, $2 per doz. 
net; No. 66, extra strong, $4. 
SCALES.—Retail orders for household 
and bathroom scales are flowing 
through jobbing houses a little more 
freely. The average retailer, however, 
is quite conservative in purchases. 
JOBBERS’ ae ‘soaron: TO RE- 
TAILERS, F.O.B 
Scales. ienuaen. ‘ideaeen No. 
1825, $1.85 each net; No. 825, without 


scoop, $1.50; No. 6021, 85c.; No. 16021, 
$1.05; house and baby, No. 425, $3.40. 


PITTSBURGH, Jan. 29.—Hardware jobbers still are getting a fairly 
well-sustained flow of small orders, but the volume falls so far under 





Scales.—Bathroom, Universal, No. 
9300, $10.50 each net. Health-O- 
Meter, No. 101, $10.50 each net; in 
lots of four, $9.50 each. 


SKATES.—All things considered, ad- 
vance orders for roller skates are com- 
ing in quite satisfactorily, say jobbers. 
There is still some filling-in business in 


ice skates. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Skates. — Roller, interchangeable, 
No. 2, 70c. per pair, net; No. 3, 75c.; 
No. 10, $1.10; No. 5, $1.40; No. 6, 
$1.45; No. 105, $1. Boys’, No. 181, 
$2.65 per pair net. Girls’, No. 183, 
$2.75 per pair net. 


STEPLADDERS.—The movement of 
stepladders out of retail stores, and in 
turn out of jobbers’ stocks, compares 


favorably with that of a year ago. 


JOBBERS’ a auoron. TO RE- 
TAILERS, F.O.B. 


Stepladders. —3 _— n'y mg each net; 


ft., $1.80; 7 ft., $2.10 8 ft...” $2. 40. 


TENNIS BALLS.—-Wright & Ditson 
have placed on the market a new vis- 
cose covered, air tight and moisture 
proof tennis ball that is attracting quite 
a little attention among the retail deal- 
ers. The viscose covering is shrunk on 
to take up the inflation strain. Jobbers 


Buying in Pittsburgh Territory Is Slow 
—Prices Mainly Unc: 


(Pittsburgh office of HARDWARE AGE) 













say orders for tennis balls are begin- 
ning to come in. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 


Tennis Balls. — Wright & Ditson 
line, No. C, $4 per doz. net; No. CV, 









THERMOS GOODS.—A slight reduc- 
tion in the cost of Thermos fillers has 
been made by local jobbers. No change 
is noted in the cost of bottles. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Bottles. — Thermos, No. 24, pints, 
75c. each net. No. 24, quarts, $1.75. 
No. 6, pints, $2. i each list. No. aes. 
quarts, $4. No. 15%, half pints, $2.2 
No. 15, pints, $2. 50, discount, 25 aa 
10 per cent. Fillers, No. 2F, 60c. each 
net. No. 4, $1 


TRAPS.—More activity is noted in the 
market for both rat and mouse traps. 
This is the time of years retailers 
should make sure they have enough 
traps to meet their requirements be- 
tween now and summer. 
JOBBERS’ ee en, TO RE- 
TAILERS, F.O.B. BOST 
Traps.—Rat, Sure a " 90c. per 
doz. net; Star, $2.80; Acme, $6.50. 
Traps. — Mouse, Sure Catch, 22c. 
per doz. net; wood, four hole, $1.10; 
wood choaker, three hole, 80c. Wire, 
Clipper, $4.68 per doz. net. 
























hanged 


the year. A few sizable jobs, rather 
than a demand from retailers, comprise 
the bulk of the business. Prices are 
very firm. 






their ability to supply that the common characterization of business 
is that it is very dull. Variations in weather offer partial explana- 
tion, but more generally, blame is placed upon the depression in the 
coal industry which continues largely unrelieved and means a cur- 
tailment of buying power that is not oftset by the comparatively 
full engagement of steel making and rolling capacity in this dis- 
trict. The week has produced no important price changes and the 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50 per 100 — 
4% x 3% in., $19; 4 x 4 in., $30. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., — 85; 10 in., $4.80; 
extra heavy 2. —- $2. 30 per doz. ; 
8 in., $3.40; 10 "$8.40; light strap, 
with’ screws, p-%.- mth pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 





report about collections still is rather unfavorable. 





AUTOM OBILE ACCESSORIES.— 
There is a fairly active market for 
chains and anti-freeze radiator liquids, 
but there are few who do not suggest 
that sales could be heavier. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Tire Chains.—Lots of 1 to 9 pairs, 
list less 30 per cent; 10 to 49 pairs, 
(one shipment), list less 35 per cent; 
50 pairs and over (one shipment), 
list less 45 per cent; adjusters, 50c. 
to 65c. per pair; pliers, 45c. each- 
links, No. 1, $3.50 per carton; No. 2, 
$3.25; No. 3, $3. 

Radiator Compounds. — Denatured 
alcohol, 1 to 4 barrels lots, 60c. per 
gal.; 5 to 9 barrels, 58c.; 10 barrels 
or more, 66c.; Prestone, 1% gal % _ 
1 gal. . $3.60 per gal.; % gal. 
cans, $3.80 per gal. 

Spark Plugs. Late of 100 or over, 
50c. each; less than 100, 53c. each. 


BATTERIES.—Demand for dry cell 








batteries is steady enough, but does not 


bulk very large. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 
Broken Unit 


Pha votes omnwne 06 
Sh swig malate eiceme 7 i 2.97 
ree ee Per 1.92 
pct ehemewnds % 3.00 2.80 
ASP ee ere 1.32 1.14 
Tate -42 39 
ieee 1.05 97 
cawnen 1.40 1.30 
Hee te sinty neta eie 1.40 1.30 
BEEP eee ee by + ee 





ok. eae 1.93 79 

No. 6 dry cells, ignition type, unit 
packages, 36c. each. 

Flashlights. omg 935, 6%4c. each; 
No. 950, 644c.; 790, 13c.; No. 705, 
19%c.; No. abo. "sige; No. 791, 18c. 
so'sr Shot.—No. 1461, $1.67; No. 1661, 


BUILDERS’ HARDWARE.—Business 
is as good as it ever is at this time of 


ne Packages 
2.22 $2. 


$11.60; light, 2, 3 in., $11 per 100 pair; 
4 in., $12.60. 

Hasps. — Hinges, without screws, 
single dozen lats, 3 in., 65c. per doz.; 

4 in., 79¢c.; 6 in., $1. 05: safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60. 

Garage Sets.—Swinging hinges, 10 
in., $3 per set. 

Lock Sets. —Heavy beveled, brass, 
inside, $17 per doz.; front door, $2.50 
per set; steel, inside, $5.25 per doz.; 
front door, $1.65. 

BOLTS, NUTS AND RIVETS.—Fresh 
features are lacking. Prices are firm 
and there is a fair business. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

: Nuts.—All styles, 60 per cent off 
ist. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


DOOR MATS.—Weather conditions ' 
have been helpful to the sale of this i 








































line. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 
Cocoa, $8 to $15 per doz., according 
to size; wire, 15% x 23% in., $1 each; 
18 x 30 in., $1.50; 22 x 36 in., $2.15; 
35 x 48 in., $3.33, 
ELECTRIC DRILLS. — Demand 
mains very steady for drills. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


No. 141, $24 each; No. 142, $32; 
ioe $48; No. 562, $35.20; No. 382, 


FERTILIZER.—Seasonal 
the demand is noted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Old Gardner, cases of 24 1-lb. car- 
tons, $2; 48 1-1b. cartons, $8; 10 5-Ib. 
$3.20; 5 10-Ib. bags, $2.78: 2 
bags, $2.25; 50-lb. sacks, $2 
each; 100-lb. sacks, $3.50 each. 
PAINTING SUPPLIES. — Demand 
shows some pickup as retailers build “ 
stocks against expected spring require- 
ments. Prices are unchanged for the 
fifth consecutive week. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13%c. per Ib. 
in 100-lb. lots; 10 per cent less in lots 
of 500 Ib. or more, and extra 4 per 
cent less in lots of a ton or more: 
turpentine, 75c. per gal. in barrel 
lots; raw linseed oil, 11.7c. per Ib. 
in barrel lots. 


SASH WEIGHTS.—Not much activity 
yet is reported in this item, which job- 
bers quote to retailers at $42 per net 
ton f.o.b. Pittsburgh. 

SKATES.—Fair demand is reported 
for ice skates, but only a moderate in- 
terest yet is shown in roller skates. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Roller Skates. — Union Hardware 


re- 


increase 





70c. ber pair; No. 3, 
No. 6, $1.55; 
$1.50; No. 38, 
$2.50 per 


Co. line, No. 2, 
75c.; No. 10, $1.05; 
Winslow line, No. 381%, 
$1.60; No. 38, rubber- tire, 
pair. 

Ice Skates.— Winslow line, No. 2110, 
65c. per pair; same L. S., $1.12; No. 
2120, $1.20. Same, L. S., $1.50; No. 
2140, $2.20; same L. S., $2.50. 


WEATHER STRIPPING.—There is a 
demand, but it is not as heavy as it was 
earlier in the winter. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Meta-Felt, % in., $19.50 per 1000 
ft.; % in., $26 per 1000 ft.; cushion, 
all’ felt, No. 18, $2.40 per 100 ft.; No. 
19, $2.85 per 100 ft.. No. 20, $3.25 per 
100 ft. 

Burfo, hard bronze, 3 and 4 ft. 
lengths, oc. per ft. net. Mconomy, 
‘oan windows, 36 x 36 in., #1 per 
carton of one window set; for ‘loors, 
36 x 84 in., $1.26 per carton of one 
door set. 


WINDOW VENTILATORS.—Principal 
winter requirements appear to be sat- 
isfied. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Continental, metal frame. No. 833, 
$4.50; No. 837, .75; No. 845, $5. 20; 
No. 1137, $5 5.50; No. 1145, $6.30; No. 
1437, $7. 30; No. 1445, $8.10. Prices are 
per doz., net. 

Continental wood frame ventilators, 


No. V1537, $5. 35: No. 1549, $7.80. 
Prices are per doz., net. 


Diamond ® metal “wy - 


ne bE oat. 
Schumacher, 
steel, No. 831, 
1137, $4.50. 
Wurldsbest.—All metal, No. 2, $2.50 
each; No. 3, $3: No. 4, $3.50; No. 5A, 
$4; No. 6A, $4.75; No. 6B, $5; all list, 
subject to dealers’ discount of 33% 


sheet 
No. 


wood frame, 
$2.75 per doz.; 


WIRE GOODS.—Some increase in in- 
terest is noted in poultry netting, but 
other fabricated wire’ goods are still 
rather dull. 


WIRE PRODUCTS.—The market on 
nails is firmer than it has been before 
in years, all jobbers adhering rigidly to 
$3, base, per keg, for sales out of stock. 
Fairly good demand is noted for fence 
and fencing material. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Fence Wire 
per 100 Ib. 
No. : ag 9 gage 
No. 
No. 
No. 
No. 
No. 
No. 
No. 

Barbed wire (per 80-rod wae 
2-point cattle $2. 
2-point hog 
4-point hog 
4-point cattle 
2-point cattle (special) 2.2 

Field Woven Wire Fence, per 100 


Annealed Galvanized 


2672 
Steel Fence Posts: 


Galvanized 
Tubular 


Painted 
Angle Steel 


fe.each 38c. each 
65c.each 40c. each 
45c. each 





per cent. 


ft. 
Bright nails, base per keg, $3. 


Normal Conditions Prevail Throughout 
Northwest Territory 


MINNEAPOLIS, Jan. 29.—While trade is not heavy in 4 retail way 
at the present time, except for winter sports merchandise and other 
winter items, dealers are anticipating their needs for late winter 
Future orders are receiving the normal amount 


and spring items. 


of attention for this time of the year. 
tion of inventories, are being replenished and rounded out for the 


coming trade. 


Conditions over the Northwest tributary to the Twin Cities are 
favorable, on the whole, for a very good year. 
ties suffered from poor crops, the sections where diversified farm- 
ing and dairying is being practised are in very good shape. 
production of dairy products, and poultry and swine are building 
a permanent present and future for a large portion of the Ninth 


Federal Reserve district. 


Prices for the opening of the season have not yet been announced 
This work follows the annual inventory, and that 
has been receiving the major attention for the past few weeks. 


to any extent. 


AXES.—Demand continues good, with 
stocks ample for the call. Prices are 
firm as quoted. 


(Minneapolis Office of HARDWARE AGE) 


Stocks, with the comple- 


While some locali- 


Steady 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Single bit, base weight, unhandled 





axes, $15 to $16.50; double bit, $20 to 


$21.50; single bit, handled, $19.50; 
double bit, handled, $24.25 doz., net. 
BALE TIES.—Deliveries are fair, with 
prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Single loop bale ties, 94% x 14, $1.64; 
9% x 15, 46; 9% x 14, $1.68 per 
bundle, net. 


BOLTS.—Dealers are filling in their 
stocks for the expected trade. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent and 
lag screws, 60 per cent from stand- 
ard lists. 


BRADS.—Retail sales are negligible at 
present. Stocks are being filled in for 
the coming trade. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Wire brads in 25-lb. boxes at 75 
per cent from standard lists. 


BUILDING PAPER.—Demand is light 
at present, with prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Red rozin sized building paper in 
all weights, 0 cwt., and tarred 
felt paper, $2.55 cwt., net. 
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CHAINS.—Log chain is selling at a 
fair rate in certain territories. Stocks 
are gradually filling after inventory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


No. 73, $23.25; No. 72, $18. Puritan 
oil ranges, white porcelain, with 
built-in ovens, No. 249, $122; stoves, 
No. 44, 4 burners, $29.50; K 
burners, $23.50; No. 42, $18. Puritan 
pressure-gas (gasoline) white porce- 
lain range with built-in ovens, No. 


tent, 


atures. 


JOBBERS’ QUOTATIONS TO RE- 





sales are showing a fair total 
with the change toward colder temper- 
Stocks are ample for present 
needs. Prices are unchanged. 


: , 4 xX 14, $14.35 cwt.; 759, $128; stoves, No. 714, 4 burners, TAILERS, F. 
% x1, BIL i: cae. va ge Sots $38; No. 713, $33; No. 703, 3 burners, ayers “aa bony ede 
ewt.; proof coil chain, Y-in., $12.60; $26.50 list. No. 5241, “Si 19: 'N ‘ht, ag Rg 
%-in., $9.40; %-in., $8.75 and %-in., Perfection ovens, No. 211, 1 burner, 94 $3137 Ne oy PRD ce. $3.31; No. 
n plain door, $2.50; No, 211G, glass eee Vornes 70> 0D /ae S4C.; ladies ’ Skates, 
$9.65 cwt., net. . No. 562444, $1.24; No. 29414, $3.50; N 
. , : door, $2.70; No. 122G, 2 burners, Sat GES sae" ake” act chou 
COAL HODS.—tThere is still some glass swing door, $6.20; Puritan, No. Neate ig ond Ng ber om 
° ° ° . ° 42G 2 burner 5 rlas ir a ,, r sti y alumil- 
good business in this line, with dealers $5.5 50; “No. “4h, 2 porners, bees pl num finish, $6.75; nickel finish, $7.75 
looking toward reduction of their drop, $5.25 list. pair, net. 
Perfection and Puritan oil stove SOLDER.—Deliveries are fair, with 


stocks. Prices are changed on the gal- 
vanized line. 
JOBBERS’ QUOTATIONS TO RE- 


wicks, $3.75 doz.; $45 gross, list. 
Perfection oil heaters, No. 1686, 

gost porcelain, Pyrex globe, $16.50; 

No. 1526, black japan, Pyrex globe, 


prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


TAILERS, F.O.B. TWIN CITIES: No 
Japanned se coal bods, 17-in., ba hid NO ibat, DinoK > gue oct Strictly half and half solder at 34c., 
= 35; Pv me $3.85; japanned funnei drum and trimmings, $7.25; list with and warranted half and half solder 
ates ; 17-in., — 30; 18-in., $4.90; discounts as follows: Dealers’ dis- at 35c. a Ib. in 100 Ib. boxes, net. 
JP woe i open hods, 17-in., $4.70; counts on net purchases of less than STEEL SHEETS.—Call for this line 


f8-in., $5.10; galvanized funnel hods, 
17-in., $5.80; 18-in., $6.30 doz., net. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Dealers are placing 
orders for stocks for spring business. 
Prospects are good for repair and new 
work in this line. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized eaves trough, 28-ga., 
rt a bead, slip joint, 5-in., in crates, 


$100, 30 per cent; on all net pur- 
chases including and following $100 
qualifying order, 33% per cent; on 
all purchases amounting to $250 or 
more during the calendar year, an- 
nual bonuses will be paid according 
to the volume of business. 


PYREX OVENWARE.—Dealers are 
replenishing their stocks, after the hol- 
iday trade. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized steel sheets at $4.75 
cwt. base (24 ga.), and black steel 
sheets at $3.90 cwt. base (24 ga.); 
Armco galvanized iron (24 ga.), $6.65 
cwt., net. 


is normal for the season, with prices 
unchanged. 


WEATHER STRIP.—The sudden cold 
snap of last week improved sales in 


per 100 ft., 6-in. $6.40 per 100 No. 623 casseroles, $1.17; No. 624 his li ; i 
— ; conductor pipe, 28-ga., 3-in., in casseroles, $1.33; No. 634 casseroles, ' . 1 Dealers stocks are in good 
crates, not nested, $5.10 per 100-ft.. $1.33: No. 212 bread pans, 60c.; No. condition. Prices have not been 
4-in., $7.15 per 100 ft.; galvanized 200 pie plates, 67c.; No. 209 pie plates, changed. 
conductor elbows, 3-in., $1.70 and 60c.; No. 231 utility dishes, 67c.; No. 
4-in., $2.88 doz., net. 12 teapots, $1.67; No. 26 teapots, JOBBERS’ QUOTATIONS TO RE- 


FIELD FENCE.—Orders for spring 


$2.33 and No. 953 percolator tops, 7c. 


TAILERS, F.O.B. TWIN CITIES: 


- . ‘ . , each, net. Weather strip wood and felt, %& 
delivery are being taken in this line. : in., $2.10; % in. $3; 1 $1.20: 
REGISTERS. — Demand is steady, Wirfs full reels, $3.50; Bosley, full 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Field fence, 9-ga., top and bottom, 
ll-ga., intermediate, 26-in., at $39.69 
per 100 rods. 
FILES.—Shops and factories are be- 


ginning to buy, but demand from car- 


with fair volume. Prices have not 


changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Cast iron registers, 20 per cent, 
and wrought steel registers, 40 per 
cent from lists, 


reels, $3.75 per 100 ft., net. 


WINDOW VENTILATORS.—Call 
steady, 
Prices are firm as quoted. 


with good volume 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


penters is naturally still low. Prices Continental, metal fr: No. 833; 
have not changed. SHEMLDG.—There in a steedy, market | feeisiis sith, he' ste. ee: 
— e is a ste a No. 1137, $5.50; 2} 45, $6.30; No. 

JOBBERS’ QUOTATIONS.TO RE- - 1437, $7.30; No. us, $8.10! Execs ore 


TAILERS, F.0O.B. TWIN CITIES: 


Nicholson files at 50 per cent, and 
Riverside files, 60 per cent from lists. 


for this line, which is meeting with 
popular favor. Prices show no changes. 
JOBBERS’ QUOTATIONS TO RE- 


per "doz., net. 

Continental wood frame ventilators, 
No. V836, 3.60; No. V923, $4.05; No. 
V937, $4. 50; No. V949, $6.10; No. V959, 


GALVANIZED WARE.—Certain lines paren domnnnd ny She $6 15; No. V1587,, $9.85; "No. 1549, 
* 4 A shie e oO oor  - rices are per doz., t 

are selling steadily, with stocks well type, $12; No. 10, floor type, $10; No Diamond E, mola ame. ie 01, 

assorted. Prices show no changes. ay a, $6; and ~- . wall _ Pa Bs ‘$4. "$5 No. 03, $5.60; No. 

" .20. rices are net to dealers , 203; No. 2, .60; No. 3, $6.40; 

tans tg QUOTATIONS TO RE- per dozen. No. 1 and No. 2 are No. 4, $7.60; N 40. Prices are 

TAILERS, F.O.B. TWIN CITIES: oxidized copper. No. 10 and No. 20 i hi @; No. 6, $890. » Prices: are 


Standard 10 qt. galvanized pails at 
$2.55; 12 qt., $2.70; 14 qt., $3; 16 qt., 
stock pails, $4. 70; 18 qt., $5.50; stand- 
ard galvanized tubs, No. 1, $7; No. 
2, $7.90; No. 3, $9. 20; heavy galvan- 


are black ena‘meled. 

Radiator shields, Gem, adjustable, 
No. 1, $4; No. l-a, $4.50; No. 2, $4.50; 
No. 3, $5; No. 4, $5. ha 3 5, $5.50: No. 
6, $6; No. 6-b, $6; $6.50; No. 8, 


JOBBERS’ QUOTATIONS TO RE- 


ized tubs, No. 1, $12.85; No. 2, $14.05; $7. ‘These prices ion 4d per each TAILERS, F.O.B. TWIN CITIES: 
No. 3, $15.25 no , P and ee gen ote agen rg of 30 Galvanized cattle barbed wire, $3.05 
PUTTY.—Sales are fair per cent. ese models with water per 80-rod spool; galvanized hog 
GLASS AND 4 humidifiers are $1 extra each list. barbed wire, $3.26 per 80+-rod spool; 


with stocks ample for the demand. 
Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single and double strength glass, 
Minnesota prices, 83 per cent from 
lists; strictly pure putty, in 50 Ib. 
steel drums, $4.85 cwt., net. 
NAILS.—Deliveries are light at pres- 
ent, with stocks in proportion in deal- 
ers’ hands. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Standard wire nails and cement 
coated wire nails in 100-lb. kegs, $3.20 
per keg, base. 


ROPE.—Sales show a steady demand 
for rope, with stocks ample. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade .manila rope, 7-16 in. 
and larger, 22c., and smaller than 
7-16 in., 23c.; best grade sisal rope, 
17c. Ib., base. 


SANDPAPER. — Shop demand is 
steady, and painter and decorator. trade 
is fair. .Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade sandpaper, No. 1, 80c. 


painted cattle barbed wire, $2.97 per 
80-rod spool; ainted hog barbed 
wire, $3.18 per 80-rod spool; No. 9 
(base), smooth galvanized wire, $3.55 
ewt.; No. 9 (base), smooth black 
wire, $3.10 cwt. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Agricultural wrenches,: 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent; and Trimo pipe wrenches, 65 
per cent from list. 3emis & Call 


OIL STOVES AND HEATERS.—De- per box of 75 sheets; second grade, Jong sleeve nuts, 10 in., $1.70; 12 in., 
di 1 for th esent time No. 1, 67c. per box of 75 sheets; gar- $2.60; 15 in., $2.75 each, net. 
mand is normal for the pr 2 net No. 1, $16.75 per ream, net. Snap-on (Wrenches. — Radio and 


with prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
No. 500, Nesco oil stoves, $72 each; 
No, 213, $23.50 each; No. 213, with No. 
1103 shelf, $30.50 each, less 3314 and 5 


SASHWEIGHTS.—Deliveries are light 
at present, with prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Cast iron sash weights, regular 


electrical sets in metal cases, $2.75; 
No. 101, Master Service 7 
No. 202, Heavy Duty Set, 
404, Flexible Socket Set, $8; No. 608. 
Crankease Drain Plug Soc kets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1817, Giant Snap-on with extra heavy 


per cent. Perfection off ranges, white sizes, $2.10 cwt., net. duty ratchet, $27.35 list, less 3314 per 
porcelain wit uilt-in ovens, cent scount. 
339-5 Superfex burners, $10: No. 219. SKATES. = While unusually warm Crescent, 6 in., $5.64; 8 iM, $6.96: 


$120; Stoves, No. 74, 4 burners, $29.5 








weather held back sales to some ex- 








and 10 in., $8.64 doz., net 


is 


in salés. 


WIRE.—Demand is light at present, 
with prices showing no changes. 


WRENCHES.—Stocks are being filled 
for the coming demand. Sales are 
beginning to show improvement. Prices 
have not changed. 
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Temporary Slowing Up of Trade 
Reported from At! 


(Atlanta office of HARDWARB AGE) 


ATLANTA, GA., Jan. 24.—Recent rains and warm weather has af- 
fected the trade of local hardware jobbers to some extent, slowing 


down the demand in several lines. 


This, however, is only expected 


to last for a few days and business is expected to again resume the 


healthy activity enjoyed since the first of the year. 


Farming tools 


are moving in nice volume at this time, these being led by plow 


goods, hoes and fencing. 


The general business outlook continues to appear favorable and 
jobbers still look forward to a nice volume of business for at least 


the first six months of 1929. 


No special price changes have been reported and collections are 


fair. 





AXES.—Show fair movement. Prices 


remain unchanged. 
JOBBERS’ QUOTATIONS TO wf 
TAILERS, F.O.B. ATLANTA, GA 
Single bit, first quality, unhandled, 
fe. 75 per doz.; ; first quality, handled, 
19.25 per doz.; single bit, second 
quality, unhandled, $13.10 per doz.; 
single bit, second quality, handled, 
$16.50 base. 
BATTERIES.—Business has increased 
steadily. Prices remain firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


No. 485, $2.06; No, 486, $2.97; No. 
722, $1.92; No. 770, $2.80; No. 768, 
$1.14; No. 174, 39 cents; No. 763, 97 
cents; No. 766, $1.30: No. 779, $1.30; 


No. 767, $1.92; No. 762, $1.79. 
No. 6 dry cells, ignition type, unit 
packages, 3244 cents each. 
Flashlight, No. 945, 6% cents each; 
No. 50, 6% cents; No. 190, 13 cents; 
No. 705, 19% gel (No. 750, 13% 
cents; No. 791, 13 ¢ 
stot Shot, No. 1461, $1. 67; No. 1661, 


BOLTS, NUTS AND RIVETS.—Busi- 
ness is very good. Prices are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA 

Carriage and machine bolts are list 
less 60 per cent. Nuts list less 60 per 
cent. tove bolts less 75 per cent. 
Tire bolts less 50 per cent. Lag 
bolts 60 oer cent. Rivets, large, $i 
base per 100 lb. Small wagon rivets 
at 60 per cent. 


CORRUGATED ROOFING. — This 


commodity shows only a fair movement. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


$4.00 per square is quoted, with 10 
cents added for 11 and 12 ft. lengths. 


HOES.—Orders indicate that the line 
is moving fast and is being met with 
well balanced stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Light cotton hoes first wut, 


In. er Doz. 
Re ae, Pe ey re er $6.60 
ee err erent 6.90 

DE itivcenbhthiadutddesssuesé¥esa’s 7.62 
SD thi ce-bedeubbios besa Sips 7.98 
Re re te 8.22 

Regular cotton hoes first quality. 
.. 2 eS ee 6.82 
BEER! pcthecceripssosbobenecoue 7.22 
Dy dae souewsices wernt ebessessees 7.98 
OND S6adiekes s6s66s5500050Rb a> s 8.22 
MD Sip bw'sd0egbas0000 056s bhaseses 8.58 

Sem land hoes first quitty, Cas 
; Pen vcs tesa aphnes chant sean a 7.50 


ROPE. 
Prices unchanged. 





Short shank 
. 4 x4\% 


hoes first quality. 
7.22 





HOE HANDLES.—These are moving 
well. 


Stocks are full. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
5 ft. G. N. hoe handles plain, $2.00 
per doz.; 5 ft. G. N. hoe handles 
with ferrules, $2.40 per doz. 


PLOW GOODS.—Activity is shown in 
this line and jobbers are meeting the 
demand with well balanced stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

W. B. Boy Dixie plows, $3.75 each; 
WB Farmers Friends, $4.67; WB Lit- 
tle Giant, $4.67; Georgia Cracker 
garden, $3. 33; _ spring tooth cul- 
tivators, $5.2 Little Joe harrows, 
$4.42; 50- cocth’ ~~ harrows, $21.35; 


60-tooth, $24.60; 39-tooth weeders, 
$13.75; 7-knife stalk cutters, $52.40; 
9-knife, $52.95; Dow Law cotton 


planters, $6.25; chain guano distribu- 
nies $8.00; Knocker guano, $8. 00; 
Georgia stocks, 4 in. ft., $2.33, 5-16 
in., $2.38; 3-8 in., $2.48 Universal 
stocks, bent foot, $2. 53; welded foot, 
Georgia stock handles No. 1, $8.00 
per dozen; extra long No. 1, $8.75; 
rough straight plow handles, 4% 
feet long, $3.62 per single dozen. 


— Business continues good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Cotton.—Cotton —_ is quoted at 
~. to 36c. per 9 
Manila.—% an jarger. 25c. oe Ib.; 
26c. per Ib. 7c. per lb.; % 
280. per Ib.; 5 age 29e. per Ib.; %, 
29c. per Ib. 


SAWS.—Business shows improvement 
and the demand is good. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. ATLANTA, GA.: 
“Simonds” cross cut saws.—No. 13, 


t., 
225 6 ft. ‘sh 88; No. 33 , 6% ft., 36. 35; 





anta 


No. 12, 5 ft., $5.10; No. 12, bie ft., $6; 
No. 12, 6 ft., $7; No. 8, 5% f » $6. 


STOVES.—Orders have fallen off and 
this line shows only fair demand. 


JOBBERS’ sor anes: TO RE- 
TAILERS, F.O.B ANTA, GA.: 

Nesco Oil Cook eetea, 2 burner, 
$19.25 each list; 3 burner, $25 each 
list; 4 burner, $32 each list; 5 burner, 
$43. 25 each list. 

High shelves for above, 2 burner, 
$5.90 each list; 3 burner, $7.50 ea 
list; 4 burner, $9. 10 each list; 5 bura- 
er, ‘$11.2 25 each list. 

Nesco Rockweave wicks, $3 per 
doz. list; chimneys, complete, $1.50 
each list; glass tanks with valves, 
$1.40 each list. 

Nesco stoves and repairs take 33% 
per cent discount. 

Perfection.—Oil range, white por- 
celain with built-in oven—No. Fg 
with 5 Superfex burners, $143; No. 


279, $123; No. 169 Range, black and 
gray, $100. Stoves—No. x7 burn- 
Bho $31; No. 73, $24.25; No. 72, 


Dealers’ discount on net purchases 
of less than $100, 30 per cent; on all 
net purchases including and follow- 
ing $100 qualifying order, 33 per 
cent. On all purchases amounting to 
$250 or more = ye ged year, 
annual bonuses of fro per cent 
to 10 per cent will be aed according 
to volume of business. 

Puritan.—Oil range, white porce- 
lain with built-in i No. 249 os. 
Stoves, No. 44, 4 burners, $31; No. 
43, 3 purners, 924. 25; No. 42, $18. bot 

Puritan discounts the same as on 
Perfection. stoves. 

Puritan Pressure-gas (Gasoline).— 
White _ porcelain range with built-in 
oven, No. 759, $132. eis tah tae 714, 
4 burners, $39; No. » $34; No. 703, 
3 burners, $27.25. 

Discounts same as on Perfection 
stoves. 

Wicks.—Oil Stove Wicks.—Perfec- 
tion and Puritan, $3.75 per doz.; $45 
per gross. 

Dealers’ discounts the same as on 
Perfection stoves. 

Perfection. — Portable kerosene- 
burning room _ heaters, No. 686 
green porcelain, Pyrex globe, $17; 
No. 1526, black japan, Pyrex globe, 
$10.25; No. 1530, black drums, nick- 
eled trimmings, $9.50; No. 525, black 
drums and trimmings, 7.50. 

Dealers’ discounts the same as on 
Perfection stoves. 

Ovens, hee 9 Ea 211, 1 burn- 
er, plain door, $2.60; No. 211G, glass 
door, $2.85; No. 122G, 2 burner, glass 


. 42G, 2 burner, glass 
drop door, $5.75; No. 42, 2 burner, 
steel drop door, 0. 

Dealers’ discounts on Perfection 
and Puritan ovens the same as on 
Perfection stoves. 

oe Cast Iron.—Hot blast. No. 

low, $11.35 each; No. 14, $12.10; 
NO. 12, regular, $1265; No. 14, $15; 
No. 16, $7.60; No. 18, $ 

Box heaters for wood, “18 in. long, 
$3. 7 each; 22 in., $5.35; 25 in., $6. =: 
28 in., 15; 4 Ba $8.15; 34 in., 
$10.50; 36 in., $11.7 

Common coal 1 No. 44, $3.70 
gach: i No. 55, $4.45; No. 66, $5.25; No 

Big i. heaters, extra hea sec- 
tion, No. 31, $14.15 each; 0. 32, 
$18. 10 each. 

Heaters, sheet iron. 17 in., lined, 
$1.35 each; 20 in., $1.75; 24 in., $4.25. 
STOVE PIPE.—Orders still indicated a 

good demand. Prices remain same. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, Ae gs > Te GA.: 

Smith Mult IF per in., $12.25 
per 100 yd.; Y “in ae Ed i" yd.; 7 
3 S 7 per , $16 per 


— ws.—One se a 5 
ee $1.35; 5% in., $1.49; 6 in., oy 50; 
n., . 

















HARDWARE AGE for JANUARY 31, 1929 





Chicago Has Normal Demand and Steady 


Prices—Cold Weather Merchandise Active 


(Chicago office of HARDWARE AGE) 


CHICAGO, Jan. 29.—The volume of jobbers’ sales continues to 


maintain normal proportions. 


January has never been a brisk 


business month for hardware wholesalers or retailers. 

Future orders are showing considerable activity, indicating an 
optimistic dealers’ outlook for spring business. 

Real winter weather has prevailed for the past several weeks and 


this has improved the demand for seasonable merchandise. 


Roads 


have been covered with ice and snow, making business good for 
snow shovels, cotton gloves, tire chains and winter sporting goods. 
Auto heaters, lard presses and wood cutting tools are also in excel- 


lent demand. 


Prices are steady. No revisions were made affecting the items 
quoted. Prices on copper rivets and copper electric appliances are 


firmer due to advancing copper. 


Present rope prices will apply un- 


til March 1, although the resent fiber quotations justify an advance. 

Business has a healthy character, and all indications point to pros- 
perous conditions for 1929. R. G. Dun’s review of the Chicago 
trade says: “Wholesale and retail trade continues excellent, with 
little decline noted in the good volume of buying at the largest de- 


partment stores.” 


Steel mill production in the Chicago district has again increased. 


The average is now 88 per cent of capacity. 
Steel prices are steady. 


ture are excellent. 


Prospects for the fu- 


The credit situation is unchanged, with collections reported as 


averaging from fair to normal. 





AUTOMOBILE ACCESSORIES. 
Snow and ice are responsible for the 
excellent tire chain demand. Heaters 
and anti-freeze mixtures are also ac- 
tive. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. CHICAGO: 
Spark Plugs.—Splitdorf, for Fords, 


50c. each; regular, 58c. each; Cham- 
pion X, "45c. each; Champion Blue 
Box line, 53c. cw % A. C., 538c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 


Chains.—Non-skid, dozen pair lots, 
34 per cent discount. 
Jacks.—National Standard, No. 21, 
$1.30 each. 
1% in. 


Pumps.—Rose, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.95; heavy 
duty oversize, $7.05; 32 x 4 Liberty, 

. yy duty, $11. 80; tires, 29 x 
4.40, $7. 32 x 6.50, heavy duty, 
$19. 80; Oy 30 x 3Y, $1.20; balloon 
tire tubes, gray, 29 x 4.40, $1.50. 
Anti-Freeze | Mixtures. — Eveready 
Prestone, $3.80 gal. in cans. 
Glycerine.—"G. P. A.,’’ $1.80 gal.; 
alcohol and glycerine ‘solution, 90¢. 
gal. 
AXES.—Sales are very good. Current 
prices are unchanged. New fall prices 
expected about March 1. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Handled axes, first quality, single 
bit, 3 to 4 Ib., $18 to $20 per doz.; 
double bit, 3 to 4 Ib., $23 to $25 per 
doz. ; handled axes, service grade, 
single bit, 3 to 4 Ib., $15 per doz.; 
Boy Scout axes, $11.50 doz.; motorist 
hand axes, $12 doz. 


BICYCLES.—Sales are normally light 


cylinder, 








at this season. Steady prices prevail. 
JOBBERS’ ee Ae ag RE- 
TAILERS, F.O.B. CHICAGO 
Double Bar Moto-Bike Model, 
$26.25; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $23.60. 
BOLTS AND NUTS.—Local jobbers 
continue to sell bolts on the “full case” 
list prices. Some jobbers have adopted 
the “broken case” list prices, which 
are 10 per cent higher. 


JOBBERS’ QUOTATIONS ad RE- 
TAILERS, F.O.B. CHICAGO 


Carriage bolts, cut thread, 60 per 
cent discount; machine bolts, cut 
thread, 60 per cent discount; all stove 
bolts, "715-10 per cent discount; lag 
screws, 60 per cent discount. 


BUILDERS’ HARDWARE.— An ad- 
vance ranging from 2% to 5 per cent on 
butts and hinges was announced by 
manufacturers. Broad bevel locks were 
advanced 20 per cent and other pat- 
terns are 25c. per dozen higher on man- 
ufacturers’ quotations. Local jobbers’ 
prices do not reflect the advance on 
butts and hinges, but prices on lock 
sets have been advanced by distribu- 
tors. 


JOBBERS’ ya ape eney TO RE- 
TAILERS, F.O.B. CHICAGO: 


3% x 8% steel butts, old copper 
and dull brass finish, $2.16 per doz. 
pair in case lots; less quantities, 
$2.34 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pair; heavy steel 
bevel inside sets, $5 per doz. sets, 
case lots; steel bit-keyed front door 





sets, $1.45 per set; wrought brass, 
bit-keyed front door sets, $2.60 per 
— cylinder front door sets, $6 per 
set. 
CHAINS.—Demand is excellent, espe- 
cially for truck tire chains, due to the 
icy roads. 
JOBBERS’ by nape te oy TO RE- 
TAILERS, F.O.B. CHICAGO: 
¥%-in. Proof coil chain $8.75 cwt. 
base; Trade Marked coil chains, 40-10 
per cent off list; No. 00; 4% ft. Elec. 
welded cow ties, $2.40 per doz. 
COPPER RIVETS. — Good demand. 
Prices are firm. Advances are prob- 
able. 
JOBBERS’ re TO RE- 
TAILERS, F.O.B. CHICAGO: 


Copper rivets on burrs, 30-10 per 
cent discount. 


COTTON GLOVES.—Sales are large, 
due to cold weather. No change in 
prices. 
JOBBERS’ QUOTATIONS To RE- 
TAILERS, F.0.B. CHICAGO 
8 oz. cotton gloves, $1.35 per dozen. 
ELECTRICAL MERCHANDISE. — 
Sales of radio supplies are large. Wire 
and appliance prices have a firmer ten- 
dency due to higher copper. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO 


Electrical Merchandise. — ie, 14 
rubber covered wire, $6 per ni » ¥e4 
in less than 1000 ft. lots, $6.50} No. 18 
lamp cords, $11.25 per 1000 ft.; in “i000 


ft. lots, $10.50; %-in. brush brass key 
socket, 1l3c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 


lots of 10, 40c. each; two piece at- 
tachment plugs, 7’%c. each; dry cells, 


boxes of 55, 32%c. each; less than 
case lots, 35, each. 
Electrical Appliances. — Iron Hot 


Point, $4.20; in lots of six, $3.90; Sun- 
beam, 5; lots of six, o. ge Percola- 
tor, Universal 9169, $16. 

Radio Supplies. mot as tg % batteries, 
D 779_E, $1.40 each; case lots of 5, 
$1.30; “No. 770, $3 each; packages of 
5, $2. 80; No. 772, $2.06 each; packages 
of 5, $1. 92; No. ‘486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 


$2.22 each; in original standard pack- 


one $2. 06 each. 

Umeigs. aad Ux 2 ie i 
; 27, $2.60; IX- 

17K. $1.78%. 


FILES. the ll is moderate. 
are unchanged: 
JOBBERS’ QUOTATIONS daa RE- 
TAILERS, F.O.B. CHICAGO 
First grade, 50 per cent; 
grade, 60-10 per cent. 


GLASS AND PUTTY.—Demand is ex- 
cellent. Prices are unchanged this 
week, though further advances are 
deemed likely. 


JOBBERS’ aby TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $4.25 per 100 Ib., 
commercial, $3.50 per 100 Ib. 


HAMMERS AND HATCHETS.—Ham- 
mer sales are holding up very well. 
Prices are without recent change. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Hammers. — First quality, 
nail hammers, $12 doz.; 16 oz 


Prices 


medium 


10 oz. 
ma- 
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chinists’ hammers, first omy. $9.20 
doz.; competitive grade, nail 
hammers, $6 to $8 doz. 
Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, Yo. 2 
7 ling, ka doz.; medium quality 
chets, o. 2 broad, $12.50 doz. 


LARD PRESSES AND SAUSAGE 
STUFFERS.— Sales have _ increased 
with the cold weather. Steady prices 
prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B8. CHICAGO: 


Enterprise No. 25, $8.00 each; No. 
31, $8. each; No. 35, $9.50 each. 


NAILS, WIRE AND STAPLES.— 
Sales are bettering as the spring sea- 
son impends. The price schedule is 
well maintained at basis higher than 
last fall. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


L.c.l. quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3. 20 per keg base. 
Mill shipment price is $3.05 base. 
Carload (36,000 Ib.) base for mill 
shipment, still lower. Steel cut nails, 


4 e. 

No. 9 black annealed wire, $3.20 per 
100 Ib.; No. 9 galvanized, plain wire, 
$3.75 per 100 lb.; catch weight spool 
ee cattle or hog wire, $3.80 

lb.; polished fence staples, 
$3.5 3.55 a 100 Ib. 


OIL COOK STOVES, HEATERS AND 
SUPPLIES.—Heater sales are of good 
volume. Future orders for cook stoves 
and ovens are also showing activity. 
Prices are without recent change. 


JOBBERS’ gp. py tad RE- 
TAILERS, F.0.B. CHICAG 


Perfection.—No. 72, 2 wcll $18; 
No. 7%, 3 burners, $23, 25; No. 74, 
burners, $29.50; No. 279’ oil range, 
$129; No. 339 oil range, $140. Deal- 
ers’ discount on net purchases of less 
than $100, 30 per cent; on all net 
urchases, including and following 
— ses order, 33% per cent. 
purchases amounting to $250 
ey more during calendar year, annual 
bonuses of from 2 to 10 per cent will 
be paid according to volume of busi- 
ness. 

Puritan.—No. 42, 2 burners, ys; 
No. 43, 3 burners, $23.25; No... 44, 4 
burners, $29.50; No. 249° oil range, 
$122. Discounts same as Perfection 
stoves. 

Nesco.—No. 
$5; No. 215-1105, $ 

214-1104, $38.50; 
23- 1103, $30.50; No. 213, $33. 50: No. 
212-1102, is. 50; No. 212, ‘$18; No. 211, 
$10. Prices quoted are for NeSco 
Zone No. 1, including Chicago terri- 
tory and are subject to dealers’ dis- 
count of 33%-5 per cent. 


450R, $60; No. 400R, 
51.50; No. a5. $41; 
No. 214 oo 


Ovens,. Perfection.—211, 1 burner, 
lain door, $2.50; 211G, glass door, 
2.70; No. 122G, 2 burners, glass 


swing door, $6.50. 

Puritan.—No. 42G, 2 burners, glass 
drop door, $5.50; No. 42, burners, 
steel drop door, $5.25. Dealers’ dis- 
counts on Perfection and Puritan 
ovens the same as on Perfection 
stoves. 

Nesco Ovens. aa: No $1.80; No. 3: 


$2.10; No. 5 0. 010 
No. 19, $4; No. ae 4; No. 026, 

No. 26, $4.75; No. 030, $5; — oO 
$5.30; No. 0301, $6; No. 301, $6.30: 


Dealers discount 31-5 per cent. 
Perfection and Puritan Wicks.— 

$3. 75 per dozen, $45 per gross. Deal- 

ers’ discount same as _ Perfection 


stoves. 

Oil Heaters.—Perfection No. 510, 
$6.25; No. 525, $7.25; No. is $7.75: 
No. 1530, $9.95; No. 1630, $11.50; No. 
1550, $9.50; No. 1560, $ 4° Wo. 1665, 
13.50; No. 1670, $14.50. Perfection 
Firelight Heaters No. 1526, $9.75; No. 


1686, $16.50. Dealers’ discount same 


as Perfection cook stoves. 


Nesco Oil 
No. 15, $7: No. 016, $8.25; No. 


Heaters.—No. 12, $5.50; 
1600, 





$9.75; No. 0190C, $10.50; No. 1900C, 

12; No. 0190D, $10.50; No. 1900D, 
12: No. 0190E, 10.50; No. 1900E, 
12; No. 505, $11.25; No. 605, ght? 
os. 705C, 705D and 705E, $16 

Discount 30-5 per cent. 

Nesco Wicks, Cook Stove.—$3.00 
per doz., same discount as Nesco 
stoves. Nesco oil heater wicks, No. 
348, 40c. each list; No. 515 Giant, list, 
T5¢c. each. Discount on Nesco heater 
wicks, 30-5 per cent. 


PAINTS AND OILS.—Sales are sea- | 


sonably normal. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. CHICAGO: 
Linseed Oil, Raw.—Barrel lots, 87c. 

per gal.; 5 barrel lots, 80c. per gal. 


Linseed Oil, Boiled.—Barrel lots, 
— per gal.; 5 barrel lots, 82c. per 
gal. 


Denatured Alcohol. — Barrel lots, 
63c. per gal. steel drums, extra, $6, 
returnable. 

Turpentine.—Drum 
gal., net. 

White Lead.—100 Ib. lots, $13.25; 50 


lots, 73c. per 


Ib. lots, $8.75: 25 Ib. lots, $3.40; 12% 
Ib. lots, $1.75. 

Shellac (4% lb. cuts).—White, $2.58 
per gal. in barrel lots; orange, $2.26 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 
5%4c. per Ib.; in 100-lb. lots, 6%c 
per Ib. 

_ Paste.—Barrel lots, 7%c. per 


PYREX WARE.—Sales are of satis- 
factory volume. Steady prices pre- 
vail. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 

New Handled Casseroles.—Round 
No. 622, $12 doz.: No. 623, 4 doz.; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow Oval, No. 642, $12 doz.; 
No. 643, $14 doz. 

Pie Plates.—No. 209, 
No. 209, $7.20 per doz. 

Tea Pots.—2 cup, $21 
$24 doz.; 6 cup, $28 doz. 

Utility Pans.—No. 231, 
232, $14 doz. 

Gift Sets.—No. 515, $3.43 per set 


$6 per doz.; 


doz.; 4 cup, 


$8 doz.; No 


ROLLER SKATES.—Activity is con- 
fined to future orders for spring deliv- 
ery. Prices are firmer. 


JOBBERS’ QUOTATIONS 7 RE- 


TAILERS, F.O.B. CHI ae 
Union Hardware, » $1.40; 
Union Hardware, girls’, Mays. 
ROPE.—Fiber prices justify higher 


costs on rope, particularly manila. 
Present figures will rule to March 1, as 
orders are unusually heavy at present. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Best manila, standard brands, base, 
20c. per Ib.; No. 2 manila, 18c. per 
Ib.; No. 1 sisal, 15c. per Ib.; No. 2 
sisal, 14c. per Ib. 


SASH CORD.—Fair demand at steady 


prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


No. 7 standard brands, $8.15 per 
doz. hanks; No. 8, $9.35 per ae 
hanks. Competitive a 1 


$7.70 per doz. hanks; No. 8, $8. 30° per 


doz. hanks, 


SASH WEIGHTS.—Sales are rather 
quiet during January. Prices have re- 
mained steady for several months, with 
occasional variation on off-quality prod- 
ucts. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 








Less than carloads, og ton, $38.00; 
carloads, per ton, $36.0 


SAWS, CROSS CUT AND WOOD.— 
Demand has increased. Prices are 


steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


5 ft. narrow Champion teoth, $1.55 
each; 5% ft. wide Champion tooth, 
$2.10 each; 5% ft. wide Lance tooth, 
$4.35 each; 4 ft., one-man Champion 
tooth, $2. 45 each. 

Single braced frame common tooth 
blade, $8.25 doz.; double braced frame 
common tooth blade, $10.40 doz.; 
double braced frame, tuttle tooth 
blade, $11.40 doz. 


SAWS, HAND.— Demand is normal. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


26 in., ry 50 doz.;: 26 in., $33 doz.; 


26 in., $49.95 roy —— 26 in., 
Competition, $6.60 d 
SCREEN, WIRE AND POULTRY.— 


Sales volume is the heaviest for sev- 
eral years. Recent price cutting is fast 
disappearing. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


12-mesh, painted screen cloth, $1.95 
per 100 sq. ft.; 14-mesh, galvanized 
screen cloth, $2.65 per 100 sq. ft.; 
galvanized before poultry netting, 
50-10-5 per cent discount. 


SCREWS.—Steady sales volume. at 
firmer but unchanged figures. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Flat bright screws, 47% per cent; 
round head blued, 42% per cent; flat 
head brass, 40 per cont round head 
brass, 35 per cent. Larger orders, 10 
per cent less. 


SOLDER AND BABBITT. — Metal 
markets are still strong. Orders are 
picking up considerably. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Warranted 50-50 solder, $35 per 100 
lb.; medium 45-55 solder, $33 ies i 100 
lb.; tinners 40-60 solder, $30.50 r 
100 Ib.; high speed babbitt metal, $20 
per 100 lb.; standard No. 4 babbitt 
metal, $12 per 100 Ib. 


STEEL SHEETS.—Demand is rather 
quiet. No local price changes, although 
manufacturers’ prices are very strong. 
There is a steady fight against the new 
¥% of 1 per cent cash discount, fostered 
by the manufacturers. 


JOBBERS’ ras He RE- 
TAILERS, F.O.B. CHICA 


24 gage galvanized ~ vl 4.65 
per 1006 lb.; 24 gage black sheets, 33: 80 
per 100 Ib. 


WINTER SPORTING GOODS.—Ice 
skates, skis and sleds are in excellent 
demand. Real winter weather is respon- 
sible. Prices are unchanged. 


JOBBERS’ QUOTATIONS a RE.- 
TAILERS, F.O.B. CHICAGO 

Key clamp rocker, men’s and boys’, 
bright finish, 75c. pair; half key 
clamp rocker, women’s and girls’, 
cast steel polished runners, $1.00 
pair; half key clamp hockey, women’s 
and girls’ best steel runners, mR . - 35 
pair; children’s extension bob skates, 
polished, 35c. pair; nickel plated, 45c. 
e*, Union tubular ice skate outfits, 

4.60 outfit; Nestor Johnson flyer out- 
fits, aluminum finish, $5.25 outfit; 
Nestor Johnson flyer outfits, nickel 


plated, $6.00 omen: Strand  sklis. 
edgegrain pipe, 4 ft., 60c. oy 5 ft., 
90c. pair; 6 ft., $1.30 o ¥ Strand 


skis, mahogany finish, ft. 80c. 
pair; 5 ft., $1.10 pair; 6 ft., “31° 50 pair. 

Sleds.—Flexible flyer sleds, 35 per 
eent off list. 
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WASHINGTON NEWS LETTER 


The Federal Trade Commission Completing Preliminary Report of Resale 
Price Maintenance and Plans Chain Store Inquiry— 


(Washington Bureau of HARDWARE AGE) 

The Federal Trade Commission is 
understood to have completed its pre- 
liminary report on resale price main- 
tenance which is expected to be sub- 
mitted at an early date to the House 
Committee on Interstate and Foreign 
Commerce. This committee has 
charge of the Kelly-Capper price 
standardization bill and at the last 
session of Congress received a favor- 
able report on the measure from a 
subcommittee. With the preliminary 
report of the Trade Commission be- 
fore it the committee will endeavor 
to determine action with regard to 
reporting the Kelly-Capper bill at the 
present session. It is not believed, 
however, that the bill will be acted 
on before the next regular session, 
though its supporters probably will 
urge action at the special session 
which is expected to be called in 
April. Inasmuch as farm relief and 
tariff revision legislation only is con- 
templated for the extra session, the 
prevailing view is that action on the 
price standardization bill is unlikely 
before the regular session which be- 
gins in December. 





The commission has announced 
that the questionnaires designed for 
the chain store inquiry will be sent 
out shortly. Comprehensive mailing 
lists have been prepared. In this 
inquiry the commission is required 
among other things to make a study 
of competitive conditions and consoli- 
dations in chain store organizations, 
and to determine if there have been 
any violations of the anti-trust laws, 
or of the Federal Trade Commission 
act. The inquiry promises to require 
a long time for completion. 

The retail questionnaire sent out 
in the Domestic Commerce Division’s 
national retail credit survey solicits 
data on the percentage of goods sold 
on deferred payment which are later 





National Credit Survey Under Way 
By L. W. MOFFETT 


repossessed, broken down where pos- 
sible into separate commodities. The 
salvage value of repossessions will be 
similarly segregated by commodities 
in comparison with total net sales of 
those lines. The total amount of con- 
sumers’ credit outstanding on open 
account and on installment sales will 
be available, together with compara- 
tive losses on both types of sales by 
lines of retail trade and by various 
types of establishments. Compari- 
sons will be worked out for losses in 
individual specialty stores and in 
chain specialty stores operating 
largely on a credit basis. It was not 
found practicable to include sepa- 
rate figures for leased department 
chains, which are included under the 
reports of the department stores in 
which they operate 





Establishments engaged primarily 
in the manufacture of washing ma- 
chines, wringers, driers, and ironing 
machines, other than those for use 
in commercial laundries, reported 
the production of products valued at 
$74,951,338 in 1927, an increase of 
7.7 per cent as compared with $69,- 
568,206 in 1925, according to the 
Bureau of the Census. The 1927 
output included 627,456 electric 
washing machines, valued at $57,- 
361,490; 140,781 washing machines 
other than electric, $8,338,122; 9126 
driers, $565,214; 27,208 electric iron- 
ing machines, $2,351,820; all other 
products, including wringers, parts 
and attachments and receipts for re- 
pair work, $6,334,692. 


The Chamber of Commerce of the 
United States has instituted an ac- 
tive campaign in opposition to the 
Robinson bill to repeal the Pullman 
surcharge. The position of the 
Chamber, outlined in its letter from 





its president, William Butterworth, 
to members of the Senate, was deter- 
mined by a referendum vote of the 
Chamber’s membership. The conten- 
tion is made that Congress should 
follow its usual course of entrusting 
rate-making to the Interstate Com- 
merce Commission. The position of 
the Chamber is in conflict with that 
of professional traveling men who 
have long sought repeal of the sur- 
charge, which goes to the railroads. 
Present indications are that the Rob- 
inson bill will not receive favorable 
consideration. 

“The views expressed,” said Presi- 
dent Butterworth, “are those of busi- 
ness men whose interest is to assure 
efficient service. To obtain such ser- 
vice, proper rates are essential— 
rates that are fair not only to the 
owner of railroad securities and to 
railroad workers, but fair as well to 
the shipper and the public. It seems 
obvious, therefore, that the highly 
important rate-making functions of 
the Interstate Commerce Commission 
should not be abridged. 

“In the laws passed since 1887,” it 
was added, “Congress has closely ad- 
hered to the principle of regulating 
carriers through an administrative 
commission, thus recognizing that 
the regulation of railroads and other 
carriers is an intricate problem re- 
quiring the experience and skilled 
judgment of such an agency, and that 
successful regulation can only come 
about as a result of continuity of 
policy in the development and en- 
forcement of such regulation. The 
legislation proposed in the Robinson 
bill would be a departure from the 
precedents established by Congress 
and contravenes the principle sup- 
ported by the members of the Na- 
tional Chamber.” 

The Chamber, in announcing its 
position, said it expressed no opin- 
ion with regard to the merits of the 
Pullman surcharge itself. 


a AG: RRP Re HRI neon 
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Coming Hardware Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
t10N, Hotel Marion, Little Rock, sometime in May, 1929. 
L. P. Biggs, secretary, 815-816 Southern Trust Building, 
Little Rock. 


CALIFORNIA RETAIL HARDWARE & IMPLEMENT ASSOCIA- 
TION CONVENTION, San Francisco, Feb. 12, 13, 14, 1929. 
LeRoy Smith, secretary, 112 Market Street, San Francisco. 


CoNNECTICUT HARDWARE ASSOCIATION CONVENTION, Feb. 
14, 15, 1929. Hotel Taft, New Haven. Henry S. Hitch- 
cock, secretary, Woodbury. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TIon, Blowing Rock, N. C., June 11, 12, 13, 1929. Head- 
quarters, Mayview Manor. Arthur R. Craig, secretary- 
treasurer, Charlotte, N. C. 


Ittino1s Retait HarpDWARE ASSOCIATION CONVENTION 
AND Exuisition, Hotel Sherman, Chicago, IIl., Feb. 12, 13 
and 14, 1929. P. M. Mulliken, managing director, Elgin, IIl. 


INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Indianapolis, Jan. 29, 30, 31, Feb. 1, 1929. G. F. Sheely, 
managing director, 911-913 Meyer-Kiser Bank Building, 
Indianapolis. 


Iowa Retait HARDWARE ASSOCIATION CONVENTION AND 
Exuisition, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 12, 13, 14, 15, 1929. A. R. Sale, secretary- 
treasurer, Mason City. 


LouISIANA RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION ConvENTION, Mansfield. June 17, 18, 19, 1929. Guy 
Nason, secretary, Starkville, Miss. 


MICHIGAN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND ExHuIBITION, Detroit, Feb. 5, 6, 7, 8, 1929. Headquarters. 
Hotel Statler: Exhibit at Convention Hall. A. J. Scott, 
secretary, Marine City. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
tion, Feb. 19, 20, 21, 22, 1929, at Minneapolis Municipal 
Auditorium. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 


Mississipp!1 RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
T1oN CoNnveENTION, Gulfport, June 10, 11, 12, 1929. Guy 
Nason, secretary, Starkville. 


MonTANA IMPLEMENT & Harpware ASSOCIATION Con- 
VENTION, Bozeman, Feb. 4, 5, 6, 1929. A manufacturer’s 
exhibit will also be held from Feb. 4 to 8, inclusive. A. C. 
Talmage, secretary, Bozeman. 


NATIONAL RETAIL HARDWARE ASSOCIATION CONGRESS, 
Oklahoma City, Okla., sometime in June, 1929. Dates to be 
decided later. H. P. Sheets, managing director, 915-935 
Meyer-Kiser Bank Bldg., Indianapolis. 


NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Lincoln, Feb. 5, 6, 7, 8, 1929. Exhibit at University Coliseum. 
Hotel headquarters will be announced later. George H. Deitz. 
secretary, 414-419 Little Building, Lincoln. 


New EncLtanp Harpware Deavers’ Association Con- 
VENTION, Mechanics’ Building, Boston, Feb. 20, 21, 22, 
1929. Geo. A. Fiel, secretary, 80 Federal Street, Boston, 9. 


New York STATE RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Rochester, Feb. 5, 6, 7, 8, 1929. 
Headquarters, Powers Hotel. Exhibit at Edgerton Park. 
John B. Foley, sec., 412 City Bank Building, Syracuse. 


North Dakota Retait Harpwake AssocraTion Con- 
VENTION AND EXHIBITION, Jamestown, Feb. 12, 13, 14, 
1929. C. N. Barnes, secretary, Grand Forks. 


Onto HarpwArE ASSOCIATION CONVENTION AND Ex- 
HIBITION, Cincinnati, Ohio, Feb. 19, 20, 21, 22, 23, 1929. 
Headquarters, Gibson Hotel. James B. Carson, secretary, 
315 Mutual Home Bldg., Dayton. 


OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Jan. 29, 30, 31, 1929. Chas. L. Unger, secre- 
tary, 207-208 Bloomfield Building, Oklahoma City. 


OreGoN Retart HarpwarE & IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Portland, Feb. 5, 6, 7, 1929. E. 
E. Lucas, secretary-treasurer, Hutton Building, Spokane. 


Paciric NortHwest HarpwaRE & IMPLEMENT Asso- 
CIATION CONVENTION, Spokane, Wash., Jan. 30, 31, Feb. 1, 
1929. E. E. Lucas, sec-treas., Hutton Building, Spokane. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENnTION, Amarillo, Tex., April 8, 9, 10, 1929. Head- 
quarters, Amarillo Hotel. C. L. Thompson, secretary, Can- 
yon, Tex. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC. CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 12, 13, 14, 15, 1929. 
Sharon E. Jones, sec., 610 Wesley Building, Philadelphia. 


South Dakota REtai,t HARDWARE ASSOCIATION CON- 
VENTION, Sioux Falls, Feb. 5, 6, 7, 1929. Chas. H. Casey, 
manager, Nicollet at Twenty-fourth Street, Minneapolis. 


SouTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
ConvENTION, Los Angeles, Feb. 20, 21, 22, 1929. H. L. 
Boyd, secretary, 508 Spring Arcade Building, Los Angeles. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT AS- 
SOCIATION, composed of Alabama, Florida, Georgia and 
Tennessee, Convention and Exhibition in Atlanta, Ga., May 
14, 15 and 16, 1929. Walter Harlan, secretary-treasurer, 
701 Grand Theater Bldg., Atlanta, Ga. 


VirGINIA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Jefferson Hotel, Richmond, Feb. 19, 20, 21, 1929. Thos. 
B. Howell, secretary, 602 Broad Street, Richmond. 


WIsconsIN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Auditorium, Milwaukee, Feb. 5, 6, 
7, 8, 1929. P. J. Jacobs, secretary, Stevens Point. Exhibit 
manager, George W. Kornely, 1476 Green Bay Avenue, 
Milwaukee. 
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CONSUMER DEMAND 


i 1928 consumers paid $30,000,000 for Remington products. There is nothing unusual 

about this. For many years past, year after year, consumers have purchased millions 
of dollars’ worth of our goods. This is what we call consumer demand. All over the country, 
consumers are buying Remington products. They are calling for the goods by name and brand. 


Jobbers and retailers make as good, or better, profit on our lines than on other lines. With 
this enormous consumer demand that has been established, why should retail merchants sell 
less well known brands, or mix up their stocks by carrying several brands? 


We have distributors, who carry full and complete stocks, in every jobbing center in the 
United States. If you do not know where you can obtain a complete line of Remington 
products, if you will write us, we will be glad to give you the name of one of our jobbers. 


Remington products are not shelf-warmers. It is not necessary for you to overstock. We 
supply our distributors quickly and they in turn are in a position to supply the retail 
trade quickly. But in spite of this, if it were not for a constant consumer demand, our 
jobbers and retailers would, in a short time, be glutted with our goods. There would be 
no repeat orders, and we would be compelled to stop manufacturing. This is prevented by 
the steady consumer demand that keeps Remington products moving. 


One satisfied customer sends another. Our increased national advertising tells the Remington 
story in every home. DO NOT SUBMIT TO SUBSTITUTIONS. See that the salesman you 
buy from enters REMINGTON on his order and underscores the word. 


Our sales in 1928 were the largest since the war, when there was an abnormal demand for 
our products. The greatest selling point for the Remington line is the large, steady and 


dependable daily consumer demand. 


President 


REMINGTON ARMS COMPANY, Ine. 


The Originators of Kleanbore Ammunition 


25 Broadway, New York City Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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Hot of th® Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: 
have been copied, the rest will be.” 








“Will you marry me, dearest?” 
“Certainly. Companionate, trial or fight- 
to-a-finish ?” 


She’s only an electrician’s daughter, but 
she sure conduit. 


Difficult Customer: “I don’t think you’ve 
properly fixed this silencer yet. It keeps 
on going ‘Phut, phut, phut, phut.’” 

Garage Man: “I'll have another look 
and see if there is anything I can do. Is 
there anything ‘particular you'd like it to 
say instead?” 


Lady (at bargain counter): “Is my face 
dirty, or is it just my imagination?” 

Floorwalker: “I don’t know about your 
imagination, lady, but your face is clean.” 





“An’ how’s your wife, Pat?” 

“Sure an’ she’s awful sick.” 

“Is it dangerous she is?” 

“No, she’s too weak t’ be dangerous any 
more.” 





Dorothy: “But, surely, you didn’t tell 
him straight out that you loved him?” 

Jane: “Goodness, no. He simply had to 
squeeze it out of me.” 





An Irishman about three sheets to the 
wind was on his way home. It was after 
midnight, and as he crossed a bridge he 
saw the reflection of the moon on the 
water, when a policeman approached from 
the opposite direction. The Irishman, ad- 
dressing the policeman, said: 

“Phwat’s that down there?” 

“Why, that’s the moon,” replied the po- 
liceman. 

“Well, how in the deuce did I get up 
here?” asked Pat. 





Barber: “Is there any particular way 
you'd like your hair cut?” 
Freshman: “Yeah. Off.” 





Beggar, to Sandy McTavish: “Wud ye 
please give me a dime for a sandwich?” 
Sandy: “Show me the sandwich.” 








Daughter: “He says he thinks I’m the 
nicest girl in town. Shall I ask him to 
call?” 

Mother: “No, dear, let him keep on 
thinking so.” 


Janet: “Jack says he can read you like 
a book.” 

Olive: “Yes, and darn him, he wants to 
use the Braille system.” 


The doctor answered the phone. Turn- 
ing to his wife he said: “Quick, get me 
my satchel. The man says he cannot live 
without me!” 

“Just a minute,” said his wife, who had 
picked up the receiver. 


“That call is for Ethel.” 


When Adam in bliss 
Asked Eve for a kiss, 
She puckered her lips with a coo. 
With looks quite ecstatic, 
She answered emphatic, 
“T don’t care, Adam, if I do.” 


Willie: “Did Mr. Edison make the first 
talking machine, pa?” 

Pa: “No, my son. God made the first 
talking machine, but Edison made the first 
one that could be shut off.” 


Pat had his first invitation to a “High- 
hat” social function and he wanted to 
make a splurge. He hied himself to Ikey 
Goldstein’s clothing store. 

“Ikey,” he said, “I’ve been coming here 
for years, and you always give me some- 
thing ‘just as good.’ Tonight I want a 
pair of plum-colored pants, and nothing 
else will do!” 

Goldstein brought forth a pair of vivid 
green pants. 

Pat (looking them over): “Faith, and 
they are not plum-colored at all, they’re 
green.” 

Ikey: “But the pants ain’t ripe yet!” 


“Some of them \ 


















Here lies till Gabriel’s trumpet peal 
The bones of Shelby Sharp. 

He dozed while holding a steering wheel 
And woke up holding a harp. 


The playwright, who was casting a new 
show, was discussing with a lady the dif- 
ficulty of filling one particular part. 

“I want,” he said, “a young man who 
looks like Lindbergh, who is tall, blue- 
eyed, who has sex appeal, a sense of humor, 
and an air of distinction.” 

“So do I,” sighed the lady. 


Prospective father: “I never heard of 
a doctor who had to go back for his tools.” 

“Well, you see, I earned my way through 
medical school by working as a plumber’s 
helper.” 


“Papa, I think I could eat all that 
sugar,” the little girl pointed to several 
pounds remaining in a bag. 

“Go ahead and eat it,” her father re- 
plied. 

A few minutes later the child looked up 
and said: “Papa, this sugar doesn’t taste 
sweet any more.” 


Mistress: “I saw the milkman kissing 
you this morning. I'll take the milk in 
myself after this.” 

Maid: “It won’t do you no good, ma’am. 
He promised to kiss nobody but me.” 


After vainly trying to collect $40 due 
him from one of his customers the col- 
ored man consulted his lawyer. 

“What reason,” his lawyer asked, “does 
he give for not paying you this money?” 

“Boss,” said the colored gentleman anx- 
iously, “he’s gimme a mighty good rea- 
son, sah.” 

“Well, what is it?” 

“He done say, Boss, dat he’s been ow- 
in’ me dat money so long dat’ de interest 
has et it all up.” 
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New Doorway Ideas 


for new or old buildings 


FoldeR-Way partition door hardware is 
as much of an improvement over ordi 
naty folding and sliding door equipment 
as the washing machine is an improve- 
ment over old-fashioned tubs and scrub- 
bing-boards. 


That is why architects and builders 
consult Richards-Wilcox about all door- 
way problems. For FoldeR-Way hard- 
ware brings partition door principles 
nearer to perfection than any structural 
development of recent years. 


Lodge rooms, churches, hotels, schools 
Y.M.C.A.’s—wherever people gather in 
large or small groups—entire walls can 
now be folded away out of sight noise- 
lessly and with a minimum of effort. 
There is no sagging, sticking or rattling. 
Their performance is almost automatic. 
FoldeR-Way hardware meets all modern 
requirements. 














Write us for full information, and do 
not hesitate to ask Richards-Wilcox 
experts to help you solve your doorway 
problems. 








AURORA, ILLINOIS, U.S.A. 





New York Boston Philadelphia Cleveland Ci lis St.Louis New Orleans 
(853) Chicago Minneapolis KansasCity LosAngeles SanFrancisco Omaha Seattle Detroit 
Montreal - RICHARDS-WILCOX CANADIAN CO.,LTD., LONDON,ONT. + Winnipeg 


Largest and most complete line of door hardware made 
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Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 


for the 
Narrowest 
Stools 


“No. 94” 


Casement Operator 


Five features of convenience 
and utility had to be con- 
centrated into this operator 
to permit mounting where 
there is hardly space to lay 
a watch. This Rixson oper- 
ator solved the problem and 
is suitable for stools as nar- 
row as 


<__— 14” ——> 
the width of this column. On 
steel casements where the 
stool is flush an anchor plate 
can be supplied when so 


ordered. 


The other five features are: 
Opens or closes in 3'% 
turns. Operates outswing 
casements without disturb- 
ing fly screens. Locks auto- 
matically. Operates smooth- 
ly. Endures through years 
of use because of Rixson 
quality construction. 


Write for full details. 











» 














THE OSCAR C. RIXSON COMPANY 
4450 Carroll Ave. 
New York Office: 101 Park Ave., N. Y. C. 


Chicago, IIl. 


Builders’ Hardware 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 

Butts, Pivots and Bolts 

Door Stays and Holders 








Every Householder Reads 
Hardware Store Advertising 


(Continued from page 35) 


by thirty words of introductory write-up—all good 
points that help to sell goods. Two points are lacking 
(4) copy for items is not written full enough. Only 
the names of articles and the price are used except for 
short phrases like “Beats as it sweeps, as it cleans,” 
“Cooks eggs right at the table,” etc. These are good 
but what is needed in each item is a fully developed idea, 
so the reader (prospective purchaser) can get something 
on which to fasten the name of the store to her memory 
when the time comes to buy. And (5) there is not 
quite enough variety. Only two stocks are represented 
by the six items. As a rule, an ad draws better, both 
indirect results and prestige, if people see a number of 
current wants listed. 


A Special Sale Ad 


The ad of J. B. Sibley & Son, Ware, Mass., illustrates 
a single point very clearly: the featuring of a group of 
items from one stock. The sale is odds and ends of 
aluminum and enamelware and nine priced items are 
featured as specimens of special values. At the top two 
groups are shown at 5 and 10 cent prices, making ten 
items in the space which is three columns by 7 in., 21 in. 
total. A sensible amount of space for the purpose. 

Copy is confined to single sentences—justifiable in this 
particular instance where the offerings are frankly bar- 
gains in the narrow sense. 

Layout and arrangement are well handled. This ad 
should have been the middle one if three ads a week 
were used. The first one on Tuesday, say, should have 
featured one large item (large unit of sale like an elec- 
tric washer) and five or six smaller items. The sale ad 
for Wednesday and for Friday an ad featuring at least 
ten general demand stocks. 


The Departmentized Method 


The ad of the Carlisle Hardware Co., Springfield, 
Mass., is an example of what might be described as 
the departmentized ad. It occupies three columns by 14 
in., 42 in. in all. Five separate stocks are represented 
by 16 price items, some single prices, others six items, 
as in cutlery, for example. In featuring toys, electric 
irons, health appliances, weather stripping, desk lamps 
and radio, the store widens its chances for direct sales 
during the ten days immediately following the ad and 
assures itself of full prestige (good-will) value. The 
reason is simple: Customers are sure to want or need 
one or two items out of sixteen price items. If only one, 
two or four items are featured the chances for response 
are lessened considerably. 

This type of ad is an investment, not an expense, 
whether or not direct results come up to expectations. 

The ad ran before Thanksgiving and the appeal ar- 
gument on the radio item is based on that. A good 
idea, too. 

Other merchants can learn some valuable lessons from 
the good points of these four ads. And even the weak- 
nesses as pointed out can help the store that is studying 
how to better its ads. These ads are typical and are 
from representative stores. Their shortcomings, while 
not serious, are those that commonly cut down the draw- 
ing power of the average store’s ads. 
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Price Fixing Legal and Illegal 
(Continued from page 37) 


Commenting on these two letters and between twenty- 
five and thirty others of the same type, the opinion points 
out most clearly the legality of the method in this case, 
and the distinction between the acts of this company and 
acts in similar situations that have been condemned by the 
courts as a violation of the Clayton Act. 

“There is nothing disclosed in this record to base a finding 
of fact that there was an effort of discrimination resulting 
in substantially lessening competition or tending to create 
a monopoly in this line of commerce. Price maintenance is 
unlawful when it tends to create a monopoly. But there was 
no cooperation with its jobbers and retailers, or other dis- 
tributors, which was effectual either as an agreement, express 
or implied, intending to accomplish purposes of price fixing. 
Until such is established an order to cease and desist is 
unwarranted. In all the correspondence and exhibits the 
refusal to sell is simply that the retailer or jobber is an 
‘undesirable customer’ and a dignified refusal to fill such 
orders.” 

Compare the decision in this case with the decision in 
the Kobi case and the distinction between the two methods 
stands forth sharp and clear. In one is the policy that 
demands assurance from a customer of the maintenance 
of fixed resale prices as a condition of filling his orders 
and in the other the policy that considers a retailer who 
fails to charge the suggested resale prices, an undesirable 
customer and one whose orders the manufacturer prefers 
not to fill. 


One Hundred Years Young 
(Continued from page 33) 


afterward, a man dropped in to his office and offered 
him in cash not only the principal, $50, but interest for 
a number of years. This man expressed his gratitude 
for the help when he needed it. He told this man that 
he had since become quite successful, had done very well 
and, in fact, was quite well off. The gentleman to 
whom he offered:the money smiled and congratulated him 
on his success. “But,” said he, “I will not take this 
money. What I want you to do is to keep it, and 
when some” other man comes to you who is up against 
it, pass the money on to him, with the request not that 
he pay you back but that he in turn pass it on to an- 
other.” Then this man continued: “Just think; if you 
will do this and the others will do it, what splendid 
dividends I will get out of that money!” The man 
hesitated, but finally agreed to do as he was asked, and 
so let us hope that that money is continuing to do its 
work in conveying help where help is most needed. 

Of course, the principle back of all I have written in 
this strictly business article is simply that all of us are 
dependent upon each other. Even should we desire to 
do so no man can live his life alone. We receive benefits 
from our friends and associates and, on the other hand, 
we have the responsibility of passing these benefits on 
to others: This social responsibility, it seems to me, 
is being better and better understood in this country. 

To my mind, this is the most practical form of re- 
ligion. A man may stand up on the corner and pray 
long prayers. He may derive great credit for his piety, 
but I believe the most religious man of all is the man 
who is not only willing to pay his employees what they 
are worth but he is the man who will do more than this ; 
who is willing to give of his time and energy—in fact, 
give out of his very spirit to his employees in order to 
make them more useful and also to make their lives 
brighter and more cheerful, just because they have 
known him. 





Av’ Nationally 
60° Advertised 


ARCADE «=: TOYS 


at the 


New York 
EY 


Room 718 
Hotel Bresiin 
Feb. 4 - Mar, 9 



























Ford Sport Coupe 


The new year introduces 30 new 
models of Arcade Cast Iron Toys. 
They are sturdy and hard to break; 
realistic in appearance and attractive- 
ly decorated. Arcade Toys are made 
to run and built to wear. They are 


toys that are nationally advertised 
and in demand by ‘“‘every kid every 
where.”’ 


eMade by the ‘Tiny Arcadians 





McCormick Deering Spreader 


Write us for Catalog ~ Ask your Jobber for Prices 


ARCADE MANUFACTURING CO. 


FREEPORT ILLINOIS 

















o—————— ARCADE. TOYS 2 
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DIAMON D“E” 





Sell two or three DIAMOND “E” Adjust- 
able Cloth Window Ventilators, where 
you now sell one, by urging cus- 
tomers to buy one for every 
window of every room. 11 
popular sizes, retail at 
45c. to $1.05. 












ARMSTRONG BROS. 
Line of Better Pipe Tools 








ACH is an improved tool so ay es 
and made as to embody the best 
features of its type and yet be free 

from the weaknesses which exhaustive 

tests have exposed in other makes. 


The Open Side Vise is quick in action, 
convenient in operation and strongly 
built. The body is of Certified Malleable 
Iron, the jaws tool steel, milled, treated, 
tempered and tested. 





Write for Catalog P-10 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave. Chicago, U. S. / 

















There are several mighty good Electric 
Train lines on the market 


There is only ONE line with 
B UT the real TAKE-APART DIE 
veetmar’s DNOREFAN 


CAST ENGINES 
yet Dorfan Trains with all their exclusive features are 
no higher in price. 
Dorfan also makes a full line of Mechanical Trains. 


THE DORFAN COMPANY 


Factory and General Offices: New York City Salesrooms: 
Newark, N. J. 200 Fifth Avenue 














The SNELL CONSTRUCTION BIT 


Stiffer, Stronger, Tougher! 

The Screw, the Spur, the Throat, 
the Cutting Edge and the Clear- 
ance are the important points by 
which a bit is judged. All Snell 
bits are judged by these points. 





Write for catalog today. 





iT 


Snell Manufacturing Company, Fiskdale, Mass. 


Sales Representatives : 
John H. Graham & Co., 113 Ohambers St., New York City. 
































Mobilize for Boy Scout Week 


(Continued from page 31) 


time and energy. These are trained boys and young 
men; trained in high ideals. One of their laws is 
“loyalty,” and they will be “loyal” and “friendly” to those 
who boost their cause. 

During this anniversary week there is a splendid op- 
portunity for hardware dealers to cultivate the friend- 
ship of the Boy Scouts in his community. He will find 
that others will cooperate with him—all to aid the cause. 
Rope manufacturers and jobbers could be appealed to 
for knot display boards, a show card artist could easily 
make a banner, such as suggested by the illustration 
at the foot of page 31. Theirs is a powerful organiza- 
tion for right and good in your community. Why not 
be a “Booster for Scouting,” from February 8 to 14? 


The Home Service Gas Machine 

There are many advantageous features in the new Home 
Service Gas Machine that is manufactured by the Bingham- 
Lorimer Mfg. Co., Troy, Ohio. 

This machine pumps gasoline, from an outside tank, changes 
it into gas vapor and sends it to a range, heater or other appli- 
ance where the vapor is burned as if it came from a city gas 
main. 





The gasoline storage tank holding 50 gallons is buried outside 
the building and no gasoline enters the building or home. A % 
h.p. motor built to high standards provides positive and quiet 
power. The air compressor is especially designed and built for 
maximum air delivery at low speed and the manufacturer states 
that it has a capacity of 450 cu. ft. of gas per hour, assuring 
continued dependable pressure. 

A pressure control switch, automatic oiler, by-pass valve and 
gas pressure regulator have all been carefully designed to con- 
tribute to the efficient operation of the machine. 

This unit has been designed for safe and economical operation, 
is easy to install and requires little floor space or attention. The 
manufacturer states that the cost of operation is no higher than 
the average cost of city gas and that pre-heating or generating 
of burners is not needed when the Home Service Gas Machine 
is used. 





A wanderer drifted into the side door of a gymnasium 
just in time to see an acrobat, who was practising, do a 
cart wheel, flip flop and full twisting back somersault. 

“Brother, I know just how you feel,” he said, “1 
drank some of that same stuff yesterday.” 
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“Many Little Things Decide 


S a salesman you are always watchful of the big 

things as you call on your dealer or customer, know- 

ing that important factors must be handled correctly if 

the sale is made. So it is only natural that we are on 

our guard and watching for the important factors and 

see that they are properly handled. And sometimes the 
little things count the more. 

As we meet people, whether we are talking to them 
or not, we are unconsciously making a mental survey of 
them all the time, and as we store up this information 
and impression, when the time comes for us to make a 
decision a lot of these little things which were stored 
away unconsciously, influence us more in our decisions 
than is commonly supposed. 

Then, again, sometimes what is a little thing to the 
salesman is a big thing to the buyer, and what might 
be passed over as too small to be noticed by one buyer 
would appear big enough to influence another. 

This fact was brought to my mind very forcibly while 
waiting in a store recently: A salesman walked in, 
spoke to the owner of the store, and then stepped over 
to one side to wait until the owner had finished waiting 
on a customer, 

A moment later another salesman entered the store 
to see this. same merchant, and the two salesmen were 
soon in conversation, and in their talk they looked around 
at the merchant two or three times, and one of them 
laughed. 

The merchant seemed all attention to the customer he 
was waiting on, yet evidently he was carefully watching 
these two salesmen. 

One salesman did not wait, and I heard him remark 
that he would call later, but the other, the one who had 
laughed, waited. After the merchant had finished wait- 
ing on his customer, this salesman approached the mer- 
chant, who told him in a very polite way that there was 
nothing this trip, and after the salesman had left, the 
merchant said to me: “No more do I buy his goods,” 
going onto say that while he didn’t know whether the 
salesman was laughing at him or his store, he certainly 
would never buy of him again. I could see that it had 
cut deep, and while, personally, I feel sure that he was 
neither laughing at this man nor his store, but at what 
the other salesman had said, yet that little, thoughtless 
act had cost him and his firm a customer for a long time 
to come. 

Again, I repeat, sometimes it is the little things that 
decide, for like driving a car, we are always watching 
for the big things in the road, but many times it is the 
little things, a tack or a nail, that cause the trouble, and 
as long as we are dealing with human nature, it is well 
to remember little things can and do cause decisions re- 
garding big details—Meredith’s Merchandising Adver- 


tising. 


Officer (very angry) : “Not a man in this division will 
be given liberty this afternoon.” 

Voice in Ranks: “Give me liberty or give me death.” 

Officer : “Who said that?” 

Voice: “Patrick Henry.” 








The Best is none too good 


SHARK BRAND CHISELS 


Beware of Imitations 
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a , Manufactured by 
=. E. A. Berg Manufacturing Co., Ltd. 
FREMEG Eskilstuna, Sweden 
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SHARK BRAND CHISELS 
are sturdy and well made and 
lovers of good 


g 





craftsmen and 


tools appreciate their known 


vase 





quality because of their reputa- 





tion. 


Butt Beveled Edge, 
Regular Beveled Edge, 
Socket Chisels. 


We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 


Order from your jobber today, or write 





SCANDINAVIAN 


WESTERN IMPORTING COMPANY, Ltd. 

107-109 Lafayette St., New York 

304 Railway Exchange Bidg. Corfstine Bidg. 
Seattle, Wash. 


509 E. Hennepin Ave. cane Gee 


Minneapolis, Minn. 











HERE’S A “SIGN-SHOP” 
IN A HANDY CASE 


How many times you've wished 
you could letter a display card, 
or a window streamer. But you 
hadn’t any ‘‘tools,’’ and an 
amateurish piece of work is 
quite often poor policy. The 
Stencilor fs just 
what you need. It’s 
a veritable ‘‘sign- 
shop,’’ all packed 
in a handy 
case. Made to 
do expert 
work in the 
hands of an 
inexperienced 
merchant, or 
one of his 
elerks. It 















makes attrac- 
tive display 
cards, stream- 


ers, price tick- 
And there’s no fuss nor 
THE STENCILOR IS STANDARD EQUIPMENT WITH 
DISPLAY YOUR STOCK WITH 


ets—almost any kind of display material. 


bother. 
CHAIN STORES AND OTHERS. 
PRICE TICKETS, SHOW CARDS-.AND SIGNS MADE UP TO 
THE MINUTE WITH THE STENCILOR. Mail the coupon today 
for detailed information. 


DISPLAY MATERIAL CO. 
774 Grand Avenue, St. Paul, Minnesota 


wamsAttach this coupon to your firm letterhead === 
Send to your nearest office— 
DISPLAY MATERIAL CO., 774 Grand Ave., St. Paul, Mina. 
Eastern Agents, Display Material Ce., 191 Pearl St., 
New York, N. Y. 
Canadian Agents, Display Card Ce., Ltd., 11 Inkerman St., 
Toronto, Ont. 
Central States Agents, Stencilor Sales & Supply Co., 361 
W. Ontario St., Chicago, Ill. 

Please send me without obligation a copy of your book, 
“How to Make Signs.’’ 
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Speed Up 
the 
Wheels of 
Industry 


Write to your job- 
ber today for any of 
the merchandise ad- 
vertised in these 
pages. Don’t wait 
for the jobber’s 
salesman. You may 


forget. 








OW 


More Than 
Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 
sistently. Every im- 
portant price change in 
the trade is recorded in 
these columns weekly. 


The MARKET RE- 
PORTS as found in 
HARDWARE AGE are 
the most authentic pub- 
lished. 


Use them as a buying 
guide. 














The Prize Winning Letter in Clerks’ Contest 


(Continued from page 27) 


points on the articles, of course, but I 
am utterly opposed to the common prac- 
tice, and mistake, of so many dealers of 
“OVERSELLING.” An oversold ar- 
ticle is a thorn in your side, forever. 
There is nothing I dread more than to 
have some one say that some of our 
force made some claims or statements 
about the merits of an article sold from 
our store that were not fully justifiable. 
Overselling always leaves a bad taste 
in the customer’s mouth, and tends to 
break down his confidence in you. Tell 
the truth, and stop, there. If you don’t 
tell enough, and yet tell enough to close 
the sale, and later the customer tells you 
that you failed to promise enough, that’s 
fine. You have built up some more 
confidence for yourself, right there. 
SHOOT SQUARE. 

Every dealer, to be successful, must 
have the right price, and have one price 
to everyone, whether he be friend, rel- 
ative, or enemy. Here is another fatal 
mistake a lot of dealers make. They 
labor under the impression that they 
can make different prices to different 
people on the same merchandise and 
hold everybody’s confidence and pat- 
ronage. It never has been done, and 
never will, although some dealers think 
they are getting away with that prac- 





tice. The public quickly learns the 
dealer that does that, and on every oc- 
casion such a dealer is asked for a quo- 
tation, the customer starts “jewing,” 
right off. The fact is, such dealers 
have no price, the public knows it, and 
when they are quoted a price from such 
a dealer they have no confidence in his 
statement that his price is right. Much 
business is lost in such a policy. 

The ultimate of all selling, to be prof- 
itable, is to get the money for the mer- 
chandise sold. If you, a dealer, permit 
a customer to let an account run in- 
definitely, that customer, in case he 
wants something in your line and has 
the money to pay for it, is likely to go 
elsewhere and spend his money, fear- 
ing you will ask him for the old ac- 
count. Never let a customer get out of 
paying a just account, if there is any 
way to avoid it. Persistence usually 
gets results, in this. Collect, make prof- 
itable customers of everybody, and give 
no cause to go elsewhere to trade. 

Will such a plan for the conduct of a 
hardware, or any other kind of busi- 
ness fail, if vigorously carried out? I 
believe it would be successful, and 
would apply it, without fear, to a ven- 
ture of my own. 





Seven Points for Success in the Retail 


Hardware Business 
(Continued from page 30) 


have one or more good special sale 
items in our windows. As an example 
of this, we recently sold in one week, 
24 electric corn-poppers, regular price 
$3.50, at the special price df $2.89 each. 
Our only advertising on this item was 
a small window display. The demand 
for these continues and we are going to 
run this special again next week. And 
all in a town of 1500 population. 
Specials are a sure-fire method of mov- 
ing dead merchandise from your stock, 
or equally good in introducing new 
goods. Once the customer is in the 
store, a good salesman must remember 
to suggest other items, the sale of which 
will offset the loss in profit on the 
specials. 

Sixth, a successful merchant must 
keep accurate records. A simple yet 


complete bookkeeping and accounting 
system should be used. The informa- 
tion derived from proper records is in- 
valuable to the merchant in the daily 
operation of the business. 

Seventh, is service. Build your repu- 
tation on good service and good will to 





all. Satisfy the customer, in doing 
business with him, that you have his in- 
terests at heart and that you will gladly 
adjust any difficulty to the best of your 
ability. 

These are the main points of retail 
merchandising as I see them. There 
may be others, but I believe that the 
practice of these will lead to a siiccess- 
ful business. 

Now, just a word about store meet- 
ings. They are valuable to the merchant 
with a large number of employees, but 
are not necessary in the smaller stores, 
where we all sell the same merchandise, 
and are continually in contact with the 
“boss.” 

In conclusion, my opinion of my em- 
ployer. He is more than an ‘employer 
to me, he is a friend, a partner to the 
job, standing ready to forgive or cor- 
rect errors and to assist in any way. 
An honest, energetic, progressive mer- 
chant, accomplishing his undertakings 
and holding the respect of the whole 
community, it is indeed a pleasure to be 
associated with him in merchandising 
hardware in Cazenovia. 
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‘New England Hardware Men 
Attend 36th Annual Banquet 


Approximately 250 members and guests 
of the New England Iron & Hardware 
Association attended the thirty-sixth an- 
nual dinner of that organization on Thurs- 
day evening, Jan. 24, at Hotel Somerset, 
Boston. In point of attendance and speak- 
ers it was the most successful dinner in the 
history of the association. 

Franklin E. Bragg, of N. H. Bragg & 
Sons, Bangor, Me., president of the asso- 
ciation, presided. He introduced as toast- 
master, Hon. Samuel L. Powers, formerly 
a trustee of the Boston Elevated Railway 
Co. Mr. Powers is the only honorary 
member of the New England Iron & Hard- 
ware Association, and has served as toast- 
master at the annual dinners of the organi- 
zation at least twenty-five times. 

Mr. Powers recently passed the eightieth 
milestone in his life, and before his intro- 
ductory remarks, gave a very humorous 
viewpoint of a man eighty years old. He 
said that when a man reaches the age of 
eighty, he no longer is a part of life as it 
is today. He has had all his disappoint- 
ments and joys. He has no desire for 
wealth. He is simply looking down on life. 
His habits are better regulated than ever 
before. His only drawback is that his mem- 
ory is not as good as formerly. He is not 
sure whether, in speaking, he dwells on 
recollection or on imagination. One of his 
greatest joys is realizing that people miss 
him when a slight indisposition keeps him 
from the usual paths of life. 

Mr. Powers first introduced Dr. George 
H. Bigelow, commissioner of Public 
Health of Massachusetts, who stated in a 
humorous, yet forceful, manner, just what 
his department is endeavoring to accom- 
plish in public health, and the many per- 
plexing problems met in that work. He 
pleaded for cooperation by the individual 
by a personal study of health conditions, 
and by consultation with family, state and 
town doctors in offsetting the many dis- 
eases that confront the people of Massa- 
chusetts and all other states in the Union. 

Hon. Clarence C. Stetson, president of 
the Bangor, Me., Chamber of Commerce 
and chairman of the Maine Development 
Commission, which is cooperating with 
the New England Council in bettering con- 
ditions and opportunities in business and 
welfare, gave a sketchy account of what 
the Maine commission is endeavoring to 
accomplish and how it is going about it. 
The commission has the backing of all of 
the important industries and vocations of 
that state, and has succeeded in a thor- 
oughly business manner in furthering in- 
dustrial Maine. 

Rev. John Nichol Mark, of Arlington, 
Mass., was the third speaker of the eve- 
ning. His remarks were filled to overflow- 
ing with wisdom and wit. 

William H. Bowe, Herrick Co., Boston, 
vice-president of the association, was 
chairman of the banquet committee, and 
Chapin E. Harris, Brown-Wales Co., Bos- 
ton, was chairman of the reception com- 
mittee. George J. Mulhall, secretary-treas- 
urer of the association, was in charge of 
all other arrangements. 





They can’t Fish 
They can’t Golf 
But they CAN PAINT! 


With fish hiding behind the 
“closed season” law, and golf 
greens withered or snow covered, 
there’s a lot of masculine energy 
going to waste these winter days. 





You can’t choose a more oppor- 


yy YY tune time to urge the painting 


need for floors, woodwork, walls, 





linoleum—anything in the inte- 
rior of the house. Capitalize this 
opportunity with well calculated 
displays. Put these “house- 
bound” men to work and— 


Your Winter 
Boost Paint Sales. 

















Whom did Daddy buy 
the electric train for 
last Christmas? 


Right now it looks like a 50-50 prop- 
osition. Dad is just about as inter- 
ested as Junior. Men never quite 
lose the romantic touch. that a well 
constructed toy gives—even a gray- 
haired woman looks with interest at 
a doll. 


But the Kids Themselves 
Are Your Best Salesmen 
Give your toy line prominence, both 
in the store and in the windows. 


Make TOYS a source of profit 
throughout the year. 


KEEP TOYS CONSTANTLY ON DISPLAY 
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Nur? 


Locks in any position 


When the main screw on the NuTYP vise is loosened, the 
horizontal swivel in the cylindrical body of the vise can be 
readily turned to any angle. When the main screw is tight- 
ened to clamp the work, the swivel is clamped tight. This 
feature with the quick-acting vertical swivel and two sets 
of jaws, makes the NuTYP the most-convenient vise ever 
offered for a wide variety of work. 

Ask for folder illustrating a few of the many special uses 
of the NuTYP. 

Oswego Vises, Wrenches and other tools have behind them 
more than forty years* experience in manufacturing high- 
quality tools for hard service. 


The OSWEGO. TOOL COMPANY 


Oswego “or New York 




















How’s 
Business ? 


: The Modern store of 
When A. M. Griffin of Plainfield, A. M. Griffin, Plain- 
N. J., found himself confronted with field, N. J., is Heller- 
this problem, he decided to do some- = equipped. 
thing about it. He felt that if the 
chain store could make a success of 
itself the independent dealer—always the bulwark of his com- 
munity—could do so likewise. So he studied chain store methods 
—<discovered suddenly that his old store was hopelessly out of 
date—found that people won’t buy unless they can see what is 
for sale. He found out, by diligent inquiry, how Heller could 
re-equip his store—place his stock in such a manner that people 
couldn’t resist buying. 


Now business is good with Mr. Griffin. People like to shop in 
this modern, well-appointed store. 


Does the above question apply to your store? If so, send the 
coupon today for Heller’s personal advice and suggestions. No 
obligation or cost on your part. 


HELLER 


Business. Building Store Equipment 


tear out this ad and mail it today. | W. C. HELLER & CO. 
"] New Style Display Tables 700 Bryant St., Montpelier, Ohio 
O Price Tickets for Display Tables New York Office, 20 Vesey Street, 
O) Display Door Wall Cabinets Suite 500 

1-31-28 (66-A) Write name end address in margin below 


Can the Hardware Dealer 
Sell These Tools ? 


YES! Because Body and Fender service, which requires 
many small hand tools, is becoming increasingly widespread. 
YES! Because of the owing demand hani 
doing such work, for high quality well designed tools. 
YES! Because Fairmount Drop Forged Tools are popular 
among mechanics for their practical quality and utility. 
YES! Because many hardware deahess are now handling 
Fairmount Tools .with success. 

Write for descriptive literature or 

Ask Your Jobber’s Salesman 


Apprentice Kit No. 625 
Retails for $8.50 


AIRFTOUNT 





IF TOOL & FORGING Co. ally 


FAIRMOUNT TOOLS GIVE SERVICE AND SATISFACTION 











FANS— 
MILLIONS OF THEM 


Golf fans—base ball fans—boxing fans—we’re 
a nation of fans. Twelve months a year— 
every day in each week—we’re interested in 
sports, and twelve months a year we create a 
demand for SPORTING GOODS. 


We take our sports rather seriously, and we 
must be well equipped. We’re constantly on 
the lookout for better equipment. 


We look in the hardware merchant’s windows, 
and if he has something to show us we’re keen- 
ly interested. 


In the regular sporting 
goods issues of Hardware 
Age — published every 
second issue of the 
month—you will find 
practical ideas and sug- 
gestions for this profita- 
ble department of your 
store. 


Hardware Age 
239 W. 39th St. 
New York City 

















( lectrical Goods 
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Fremiet’s 
"Joan of Arc”’ 
Portland, 
Oregon 





HOOVER 
LEADERSHI 


is as outstanding in advertising as it isin the product itself 
.. . for example: 114,254,734 pages in national publica- 
tions will be used in 1929 to acquaint the public with 


Hoover superiority. And all the sales resulting from this 





advertising will be dealer sales. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 


‘Phe oldest and largest maker of electric cleaners + The Hoover is also made in Canada,at Hamilton.Ontario 
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CLYDE JENNINGS, Editor 
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Let One Appliance Sell Another 


pave the way for the sale of another. The pri- 
mary idea behind all appliances is the same and 
the same argument holds in general for all of them— 
beauty, convenience, better results, and labor saving. 
These qualities are mentioned here in the order of 
their presentation, not in the order of their importance. 
The labor saving quality is undoubtedly the big benefit 
they confer upon purchasers, but it is not the big sell- 
ing argument except as to a few of the larger appli- 
ances. In fact, many women seem to resent the idea 
that they will pay the advanced price for a toaster, 
percolator or other table appli- 
ance to save themselves work. 


y OUR selling talk for one appliance should always 


Irons are a matter of fact sale and their convenience 
and labor saving is admitted. Many salespeople have 
found it to their advantage to hook up each iron sold 
and show the customer that it is in working condition. 
This is unnecessary with the perfection of manufacture 
today, but in doing so the salesperson has an oppor- 
tunity to say a few words about other appliances. 

In calling attention to how quickly the iron heats, it 
is only a step to connect a toaster (that should be near 
the test plug) and to call attention to the speed of 
heating. 

It is evident from complaints from varied sources 

that reach manufacturers and 
light and power companies today 





There is a peculiar psychological 4, 
twist there that makes it neces- 
sary in most cases to soft pedal 
what may seem to be your best 
selling point. The labor saving 
is, however, the lasting argu- 
ment. 

The same is true of the better 
results. Again and again the ap- 
pliance salesperson finds that 
when he talks about better coffee 
or better waffles that the pros- 
pect assumes that the argument 
is critical of her ability to make 
coffee or waffles. It is perhaps to 
put this on a basis of more cer- 
tain results or fewer oppor- 








concerning the performance of 
some good appliances that there 
is much careless selling of excel- 
lent merchandise today. It is not 
to be wondered that complaints 
are registered against the lower 
priced, carelessly made appli- 
ances, but it is surprising that 
so many people who are selling 
high priced, reliable merchandise 
and who should be hoping for 
repeat customers let so many 
people get away without under- 
standing the how and why of 
appliances. 

It really requires so few 
minutes ‘to make a _ practical 
demonstration of the use. 








tunities for failure. 


Electrical Goods Section 
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It Should be Easy for the Farmer to 
Secure Right Equipment 


Power Company executive sees purchase of right equipment 
important in serious work of rural electrification 


that, primarily, rural electrifica- 

tion means electricity at work on 
the farm. A substantial current con- 
sumption per farm is necessary be- 
fore either the farmer or the utility 
can realize potential possibilities. In 
this connection line building and the 
adding of farm customers are only 
necessary steps leading toward the 
final goal—an electrified agriculture. 

To be successful in developing its 
farm load a utility company must be 
guided by executives who believe that 
farm electrification can pay its own 
way, that there is a load on the farm 
sufficient in amount to justify the 
expenditure which is required for 
distribution lines, that the farmers 
can afford to pay the necessary 
charges for this service, and that 
they can profit by its use. Aggres- 
sive executive support is essential. 

Utility executives should appreci- 
ate that farm electrification is a big 
job, that it calls for the expenditure 
of large sums of money in distribu- 
tion systems, and therefore should be 
willing to so organize their company 
that this large expenditure will be 
wisely made, and new business re- 
sulting from such expenditure will 
be profitable to both the utility and 
the farmer. 

The farm electric service activities 
of the company should be carried on 
by a separate rural service depart- 
ment properly coordinated with the 
general operating organization and 
headed by an agriculturally trained 
man who reports to an operating ex- 
ecutive who has a voice in develop- 
ing the policy of the company, for in 
work of this kind many questions of 
policy will arise which require defi- 
nite and prompt decisions. 

The utility company should adopt 
an extension policy under the opera- 
tion of which the utility will bear 
the cost of the entire farm distribu- 
tion system under average condi- 


[’ should be clearly recognized 





By G. C. NEFF 


Vice-President Wisconsin Light 
and Power Co. 





This policy will not in any 
impair the farmer’s credit, 


tions. 
way 





L. W. Purdum & Sons of Danville, 
Va., truck farmers, have operated 
insect traps like this one on their 
farm for ten years. Forty of 
these traps, each requiring a 40- 
watt lamp are estimated to have 
saved $3,000 to $5,000 a year on 
the tomato crop. The installation 
on this 32-acre farm cost be- 
tween $900 and $1,000. Kerosene 
is kept in the pan. 


The bone grind- 
ing task is settled 
for George Stell- 
macher of Ripon, 
Wis. This grind- 
er has capacity of 
150 lb. per hour 
with a 5 hp. mo- 
tor, consuming 
1.1 kw-hr. per 100 
lb., a saving of 
$2.50 per cwt. 
The outfit is a 
nice sale for the 
hardware mer- 
chant who under- 
stands 


which in many cases is needed to se- 
cure the equipment necessary to 
properly electrify his farm. 

The utility company should develop 
and adopt a simple uniform rate 
schedule especially designed to meet 
farm conditions and so constructed 
that the farm customer who uses 
only a little energy must pay a rela- 
tively high price for the service ren- 
dered but not enough to make this 
low consumption profitable to the 
utility. Farm electrification cannot 
be developed on a permanent basis 
if the average consumption per cus- 
tomer is low, and it is desirable to 
bring this fact to the attention of 
both the farmer and the utility each 
month through the monthly bill. A 
proper rate schedule will do this and 
encourage the farmer and the utility 
company to cooperate in building 
the farm load. 

The engineering department should 
be impressed with its responsibility 
in farm electrification development. 
It is essential that the first cost of 
farm lines be low so that they may 
be extended to reach the greatest 
number of farmers. However, the 
cost must be sufficient to provide du- 
rable lines which give close voltage 
regulation and few service interrup- 
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tions. This is distinctly an engineer- 
ing problem and offers the engineer 
an opportunity and responsibility in 
developing farm electrification. 

A carefully thought out and thor- 
oughly organized program to develop 
an appreciation of the possibilities of 
electric service on the farm among 
both the company’s personnel and 
the farmers of the territory is essen- 
tial This program should be indepen- 
dent of merchandise sales, although 
coordinated with this activity. 

A plan for merchandising the 
proper equipment to farmers should 
be developed. It should be easy for 
the farmer to secure the right equip- 
ment. 


HIS statement by Mr. Neff was 

published by the National Elec- 
tric Light Association as a part of 
the report of the activities of the 
Wisconsin company to the member- 
ship of the N. E. L. A. We wrote to 
Mr. Neff with a view of ascertain- 
ing his views as to cooperation with 
hardware merchants. . His reply is 
extremely interesting. He says: 

“T believe that most utility com- 
panies are glad to cooperate with 
the hardware dealers in trying to 
bring about a better job of supply- 
ing the farmers with correct equip- 
ment in connection with the use of 
electricity. 

“We have had a second meeting of 
the sub-committee and in the min- 
utes of this meeting there will be a 
statement to the effect that the 
utility companies are cooperating 
with hardware dealers and others in 
merchandising farm electrical equip- 


Electrical Goods Section 





This electric (fire- 
less) cooker pre- 
pares the meal for 
a large household 
with out-of-door 
appetites while the 
women go about 
other tasks. Where 
rapid cooking is 
desired there are 
steam _ pressure 
cookers 





Two to five hp. motors handle a 

hay hoist. In this case, the motor 

also serves the milking machine. 

The current required for hay 

hoisting is about 0.35 kw-hr. per 
ton 


ment. The whole trouble is, how- 
ever, that farm electrification is such 
a new development that the farmer 
does not know what he wants and 
in fact, many utility companies do 
not know as yet what the farmer 
should have. 

“In other words, we are in the 
first stages of a new development 
and the cost of merchandising is 
very high and I believe it is a part 
of the utility’s business to carry 
these burdens until this business is 
established. At the ame time, we 
want to cooperate with the hardware 
dealers and get as much assistance 
as possible.” 

Other inquiries indicate that Mr. 
Neff’s reply is representative of the 
attitude of the leaders in the utility 
field and that the instances of direct 


competition of which we hear are due 
to the personal ambition of some 
local representative. 

We also believe that if the hard- 
ware merchants will interest them- 
selves in this development, they can 
be helpful to the utilities in work- 
ing out suitable merchandise for 
farm use. If the hardware mer- 
chant does not interest himself in 
this development, he is going to 
wonder someday how some other 
merchant walked away with trade. 

In another part of the report of 
the activities of the Wisconsin com- 
pany we find this statement: 


“To farmers the generally accepted 
line of household appliances are sold, 
plus outdoor equipment of which the 
electric feature is an integral part, 
such as water systems, brooders, etc. 
The company also features the intro- 
duction of machines newly adapted to 
the electric drive. Hammer mills and 
hay hoists are good examples. It does 
not sell other farm machinery that is 
already well established through im- 
plement dealers. For instance, the 
electric drive of milking machines is 
very common, but the company does 
not sell them. The company also feels 
that the implement trade should han- 
dle the silo filler, though it cooperates 
in showing its adaptation to electric 
drive. 





The time clock attached to this 
burr feed grinder makes its op- 
eration for a stated period at 


regular intervals automatic. The 
farm hand comes in and finds the 
right amount of feed waiting in 
the bin mounted on casters. After 
feeding, the farm hand sees that 
a supply of unground grain is in 
the hopper above the chute shown 
in the picture 





| 
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Radio Makers Realize Value of 


Prosperous Distributors 


President of Leading Trade Association Sees Dealer Profit 
As Important Step Toward Stabilization of Industry 


as the year of stabilization, as 

well as the youth of our indus- 
try, and marked by kaleidoscopic 
progress, the year of 1928 will be 
outstanding as of great prosperity 
and progress. The outstanding 
achievement, undoubtedly, of 1928 
was stabilization. 

In this effect the Radio Manufac- 
turers’ Association, comprising vir- 
tually every prominent radio manu- 
facturer and representing about 98 
per cent of total manufacture and 
distribution of radio products, was a 
potent factor. Stabilization extended 
also to the R.M.A. itself, as, during 
the year, the R.M.A. became solidly 
established in leadership of the 
manufacturing branch of the indus- 
try. 

This leadership, I may add with- 
out fear of successful challenge, was 
attained by service—service to all 
branches of the industry, in actual, 
tangible value, collectively and indi- 
vidually. 

When we consider the travail and 
turmoil of 1927 and compare it with 
the stabilized and steady march of 
progress in 1928, in prosperity 
shared by every branch of the indus- 
try, the era of stabilization is more 
firmly established in our minds. 

A year ago the industry was in 
the throes, and consequent pains, of 
transition from the D. C. to the A. C. 
set. While there has been great im- 
provement in radio products during 
the past year, and with great benefit 
to the purchaser whose dollar has 
bought much better and more radio 
than ever before, neither the indus- 
try nor the public has been harassed, 
or sustained the losses, of any tre- 
mendous upheaval in the basic char- 
acter of radio merchandise. 

What of the future? What can 
we expect in the immediate future, 
in 1929? 


[: radio history, brief because of 


By HERBERT F. FROST 


President Radio Manufacturers 
Association, Inc. 





That a prophet is without honor 
in his own country is a hackneyed 
expression. But those who have es- 
sayed the role of radio prophets in 
the past have generally met with in- 
glorious fates. Our industry has de- 
veloped so rapidly and gives promise 








Herbert H. Frost 











of such future progress that those 
who would attempt to envision the 
horizon of radio, so rapidly expand- 
ing, must beware of the fate of past 
false prophets. 

Our engineers, to whom we owe 
so much in our history, and our labo- 
ratories, are engaged on many new 
applications of radio. The “talkies,” 
the “movies” television, and other 
laboratory products are only a few 
of the branches growing from the 
sturdy young trunk of radio. There 
are increasing uses for the broad- 
cast, as well as the short waves, in 
the offing, and also of wire transmis- 
sion in conjunction with radio. In 


tube and loud speaker developments 
also the future promises great strides 
in improved products to be offered 
the public. 

For the future there appears to 
be certain definite trends upon which 
manufacturers, as well as distribu- 
tors and the public can rely. No 
startling innovations in new circuits 
seem to be on the horizon to seri- 
ously unsettle present manufactur- 
ing methods and the market. There 
has been general public acceptance 
of the A. C. set and general public 
demand for improved tonal quality, 
as well as beauty of design. 

There are some who envisage a re- 
cession of popularity for the “tin 
box” type of radio, possibly through 
the marked progress by cabinet mak- 
ers in reducing the cost of wooden 
containers. 

In the development and presenta- 
tion to the trade and to the public 
of modern radio, the R.M.A. has 
demonstrated its value. The R.M.A. 
trade shows, of which the third an- 
nual event will be held in Chicago 
next June, have become an estab- 
lished feature for the introduction of 
new radio products. For the public, 
the national radio shows at New 
York and Chicago each fall, spon- 
sored by the R.M.A., have likewise 
become established fixtures in the 
curtain-raising on modern radio to 
the public. 

In the stabilization of the indus- 
try in 1928, a marked feature has 
been the stabilization of the distribu- 
tor of radio and also the broadcaster, 
as well as the manufacturer. In the 
past it has been charged, perhaps un- 
justly, that the manufacturer in ra- 
dio was the only one who made any 
profits. 

Happily, in 1928, the general pros- 
perity in radio has been shared by 
the distributor and the broadcaster. 

(Continued on page 88) 
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HOTPOINT — The World’s 
Fastest Selling Appliances 


Give H otpotnt Dealers more sales, greater 
turnover and increased prestige 


ALERS handling Hotpoint appliances have un- 
limited opportunity to gain more sales and profits. 
For over twenty years, Hotpoint has been known as the 
leading and best line of electrical appliances on the mar- 
ket. And for twenty years Hotpoint has continuously 
advertised in leading national magazines—not in a hit-or- 
miss fashion, but every year by a pre-determined program. 
This national advertising has sold your prospects on the 
quality of Hotpoint appliances in a way that is impossible 
to obtain by any other method. That is why Hotpoint 
dealers have the respect and confidence of the public. 
By handling this line you identify yourself with a great 
manufacturer and increase your own prestige. 


Our position in the appliance field allows us to offer 
amazing values. Consider the two appliances shown here 











For over twenty years Hotpoint national advertising 
has been selling your customers on this quality line. 


for March and April selling. They have great value, are 
fast sellers and big profit makers. 

And we help you sell them, not only by splendid national 
advertising but by effective sales helps which we furnish 
free of charge. 

Mail the coupon today for full information. 
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EDISON ELECTRIC APPLIANCE CO., Inc. 


5644 WEST TAYLOR ST., CHICAGO, ILL. 


A GENERAL ELECTRIC ORGANIZATION 


Atlanta Cleveland Kansas City 
Charlotte Salt Lake City Seattle Portland Los Angeles 
Denver San Francisco Dallas Ontario, Calif. 


Chicago, Illinois, and Ontario, California 


Chicago NewYork Boston 


Factories: 
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FOR MARCH SELLING 
The convenient Toggle Toaster backed by national 
advertising and effective FREE Sales Helps. 
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FOR APRIL SELLING 
This beautiful percolator backed by national advertising 
and effective FREE Sales Helps. 


EDISON ELECTRIC APPLIANCE CO,., Inc., 
5644 W. Taylor St., Chicago, IIl. 


Please send copies of Hotpoint national advertising 
and full information on Hotpoint Appliances. 


Name 





Address 
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Beyond the Yelps Lies Trouble! 


A discussion by a well-known figure in the Electrical 
Industry about the everywhereful problem of protect- 
ing the dealer against sub-standard material and its sub- 
sequent dangers of a grumbling and mistrustful public. 


By Harry B. Kirkland 
Director of Uniform Ordinance Department, 
The Society for Electrical Development, Inc. 


HE electrical industry is seek- 
ing to limit, and eventually elim- 
inate, all trace of sub-standard 
material on the country’s markets. 
Working on the very tenable premise 
that sub-standard material has no 
justification either from the mer- 
chandising, engineering, industry 
policy or public interest viewpoint, 
the leaders of the industry have set 
about to put in motion a concen- 
trated drive whose consequences will 
save producer, dispenser and con- 
sumer the three things that make the 
world go ’round—time, money and 
life. 

Where will the start be made to 
uproot this insidious sub-standard 
“creeper” that has taken such a firm 
hold on the industry and is choking 
the legitimate product and suffocat- 
ing inventories everywhere? 

Or, putting the question in the 
language of Alfred E. Waller, man- 
aging director of the National Elec- 
trical Manufacturers Association, let 
us ask: “What is the objection to dis- 
continuing the manufacture of sub- 
standard material at once and imme- 
diately? It has no defenders, it has 
no justification. Everyone would be 
glad to see the last of sub-standard 
material under one condition; name- 
ly, that everyone should stop making 
it at the same time—a condition 
which in the state of things is not 
attainable. Must we, therefore, con- 
tinue to carry this millstone hung 
about our necks? Lacking as we do 
the economic conditions which would 
permit us to eliminate the load at 
one stroke, is there anything else we 
can do about it?” 

The point is that the elimination 
of this evil that has beset the indus- 
try will not be so difficult if some- 
where a start may be made. Pending 
the completion of a real policing plan 
which will do away with the mill- 
stone by the ax of code and ordi- 


nance, there is under way by all 
branches of the industry an educa- 
tional campaign that should serve to 
establish a real understanding con- 
cerning the issue and thus preclude 
any unnecessary friction that may 
be occasioned when the cooperative 
influences of the National Fire Pro- 
tection Association, American Stand- 
ards Association and Underwriters 
Laboratories are brought to bear on 
the situation. 

In the meantime, two factors are 
contributing to a stiffening resist- 
ance against further invasion of sub- 
standard appliances. 

The first is that “standardization,” 
one of the most promising safe- 
guards against ascending distribu- 
tion and production costs, means to 
the electrical jobber and dealer 
slimmer inventories and consequent- 
ly quicker cash turnover. The second 
is that the entire industry has awak- 
ened to its responsibility to the pub- 
lic it serves and to whom it sells. 

Here then are the starting points 
toward a goal that is so important 
that the lists of the race already are 
growing crowded with entries. In- 
deed, the pot of gold at the other end 
of the starting point may be so in- 
viting, when its intrinsic value is 
generally appreciated and _ under- 
stood, that the problem of eliminat- 
ing sub-standard material may hap- 
pily solve itself without recourse to 
pressure or undue persuasion. In 
other words, may it not be hoped that 
the initiative of the leaders will be- 
stir the entire pack to jump the hur- 
dle in their wake? 

If absolute elimination of sub- 
standard material will mean lighter 
inventories, full-time use of appli- 
ances sold, freedom from damage 
suits, elimination of throttling com- 
petition in selling and advertising 
campaigns, complete public confi- 
dence, profits along with heavy sales, 





etc., etc., is that not a goal worth the 
running? 

But the question still remains, 
“How will the laggard runner who 
has either ignored or not heard the 
starter’s gun be brought into this 
relay race?” What can the responsi- 
ble manufacturer do to bring his 
diffident brother into line? If he 
cannot fire the enthusiasm of the 
laggard, can he just plain “fire” him? 
Probably not, but by educating the 
public to look for values and not just 
prices, he can put the laggard in the 
position of the conceited office sub- 
ordinate who, hearing that he was 
about to be dismissed, rushed in to 
the boss and exclaimed: “You cannot 
fire me. I have resigned!” 

It is an open secret that the various 
executive heads of the several elec- 
trical associations have long been con- 
sidering the advisability of opening 
up their biggest advertising and pub- 
licity guns to rout out the entrenched 
maker of inferior products. Associa- 
tion sharpshooters, of course, are 
continuously on watch and the battle 
lines have made splendid advances. 
Ground gained has seldom been lost. 
The enemy, finding many a former 
market suddenly closed to him, either 
quits his game or joins the colors of 
those whom he has been resisting. 

A typical case in point, where the 
doors recently were closed against a 
certain sub-standard product, was a 
chain of large stores which was noti- 
fied that it was presenting over coun- 
ters a hazardous electric toaster. 
The management, on being advised 

(Continued on page 89) 
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Dealer Our Partner 


—Says Power Chief. 








Editor's Note—T his article 1s especially recommended to you 
as a basis of conversation with the power chief of your com- 
munity. We believe the results obtained by Mr. Crawford can 
be obtained in any community and it ts the duty of the hardware 
man to help bring about the understanding necessary to the 
working toward the mutual benefit. 











H. M. Crawford 


OES dealer cooperation pay? 
D The Pacific Gas and Elec- 
tric Co., dominating its field 
in northern California, answers that 
question with an emphatic affirma- 
tive, based not on momentary en- 
thusiasm over a novel experiment 
but on more than fifteen years of 
experience. 

Pioneers in developing the idea 
that competing with the dealer cuts 
down the number of outlets through 
which its stock-in-trade, gas and 
electricity, can be sold, the “P. G. 
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and E.’s” rapid growth, its strong 
market position and excellent public 
standing would seem to justify its 
course in devoting its selling efforts 
as far as possible, to developing a 
wider market for gas and electricity, 
leaving the field free for individual 
merchants to build the appliance 
sales. 

The more money a dealer can 
make in selling gas and electric ap- 
pliances, the greater his interest in 
promoting use of gas and electricity, 
is their idea of the situation. So the 
policy of the P. G. and E. has been 
to help make it profitable for mer- 
chants to handle this merchandise 
and push it. 


“We regard the dealer as a 
partner, as an ally. We need his 
cooperation, we want to work with 
him,” explained H. M. Crawford, 
general sales manager of the com- 
pany; “for after all it is the indi- 
vidual retailer who holds the answer 
to our problem of increasing per 
capita consumption without increas- 
ing our carrying load proportion- 
ately. 

“We could go on extending our 
mains, our power lines farther and 
farther into the country but our 
opportunity to profit is in direct pro- 
portion to the number of consumers 
and the amount of gas and electricity 
sold in the territory we serve. 





This window dis- 
play by the utility 
is especially nota- 
ble for the fact 
that the firm name 
displayed is that of 
a prominent San 
Francisco hard- 
ware store 
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The P. G. and E.’s interest in 
helping dealers increase sales has not 
been passive. For this purpose it 
maintains what might be called a 
Creative Sales Department. This 
department was established to cre- 
ate personal contacts for the com- 
pany and at the same time open up 
“unsold fields” for the retailer. 

The P. G. and E. sells no socket 
appliances. Generally speaking it is 
not directly interested in the mer- 
chandising of appliances. In cities 
and towns served by good dealers, 
no attempt is made to take the sell- 
ing job out of the retailers’ hands. 
The exception to this non-selling 
policy occurs in small towns where 
the dealer is not interested in push- 
ing the sale of appliances, or where 
a new field is being opened and the 
demand for appliances must be 
created. Under no circumstances are 
prices cut. 

Possibilities of his “unsold field” 
are little realized by the average re- 
tailer, says Mr. Crawford. Often 
it is a field in which it is rather 
costly for the smaller dealer to 
“break ground,” a job which experi- 
ence has proved is best done by 
house-to-house canvassing. In dis- 
tricts where it is necessary for the 
company to break ground, the P. G. 
and E. sends out highly trained 
groups of house-to-house men to 
make a thorough canvass of the 
town. Ranges and water heaters 
are as a rule, the appliances featured. 





This display is 
typical of the sea- 
sonal exhibits ar- 
ranged by the util- 
ity as a part of the 
program of arous- 
ing interest in ap- 
pliances for special 
occasions 








The safe temperature 









for keeping food 





Automatically maintained with 
the Electric Refrigerator 


like a clear cold Aurum P 
| inside the Blectric Refrigerator adde gt oH? 











It is a part of the advertising program that dealers shall 
mentioned in the display advertising 


The company may be extending its 
mains and power lines into a certain 
district. The dealer or dealers there 
may have very limited or no stocks 
of these appliances. It is here that 
the creative sales department finds 
work to do. A crew of house-to- 
house men are sent into the town; 
a temporary sales and display room 
is opened and an intensive campaign 
covering a few weeks is conducted. 

In the course of that time, hun- 
dreds of housewives have been inter- 
viewed and some have purchased 
appliances. But the P. G. and E. 
feels that it has done a still bigger 
selling job than is represented by 





be 


the number of ranges and heaters dis- 
posed of; they have sold the idea of 
new appliances to scores and scores 
of women. The campaign is over 
in a month or so but the idea may 
take longer to bear fruit in a big 
way. It is here that the local dealer 
profits from the pioneering work 
done by the company, results prove. 
Then the P. G. and E. does a rather 
unusual thing; it turns over to the 
retailers the prospect lists secured 
by house-to-house men. These are 
followed up with splendid results by 
dealers. 

House-to-house canvassing of the 

(Continued on page 80) 
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EW models, new type 
i fi ° . 

a | fans, new innovations 
—new sales plans. 


All these new profit oppor- 
tunities in addition to standard 
Peerless models of long estab- 
lished reputation assure bigger 
profits for Peerless dealers in 


1929. 


You owe it to yourself to 
get the facts about these new 
added sources of profit—and 
Peerless co-operation. Plan 
with Peerless now for your 
greatest fan year. Write for the 
new catalog—do it today. 


THE PEERLESS ELECTRIC CO. 
WARREN, OHIO 


Poor. 


1929 WILL BE PEERLESS’ <p TH AND GREATEST YEAR 


























78 HARDWARE AGE for JANUARY 31, 1929 
































Bill Jones wuz out o’ sorts one day, 

When it begun t’ snow; 

*Cause he wuz sure cold weather 
meant 

That business would be slow: 

Fer he, with other hardware men, 

Expected, every year, 

T’ see a “slump” when winter come, 

An’ viewed th’ snow with fear. 


’Cause sales o’ garden tools an’ paint, 
An’ builders’ hardware too, 

Fall off when Jack Frost comes in 

sight, 

An’ there’s not much t’ do. 

So idle clerks stood ’round th’ store, 
An’ told hair-raisin’ tales, 

Th’ while their Boss wuz wishin’ fer 
A few substantial sales. 


An’ so they wasted precious time, 
Fer that wuz Jones’s way, 

T’ wish, instead o’ workin’ fer 
New business every day: 

But ’twasn’t laziness that made 

Him always drift along, 

An’ make no bid fer business till 
He heard th’ robin’s song. 


It simply meant he’d learned too well 

Th’ lesson everyone 

Has preached t’ hardware dealers 
since 

Th’ hardware trade begun: 

That no one ever buys a thing, 

So long’s th’ weather stays 

So cold yo’ most nigh freeze t’ death, 

Fer days, an’ DAYS, an’ DAYS! 


But one o’ Jones’s clerks had been 
A-readin’ quite a bit, 

About electric goods, an’ how 

Some dealers made of it 

A line so popular that soon 

Th’ customers come thick, 

An’ business could no longer be 
Described as bein’ “sick.” 


An’ so this boy that used his head, 
Persuaded Jones t’ buy 

A tiny stock o’ ’lectric things, 

An’ let ’im have a try 








JONES HARDWA 




































































. An’ any boy c’n get ahead 


At sellin’ ’em t’ folks what come 
T’ hear th’ village chat, 

Or set a while by Jones’s fire, 
An’ tease th’ store’s ol’ cat! 


But ’fore so long, that “tiny stock” 
Had got too large t’ keep 

Tucked in promiscuous corners, so 
Jones waked from “winter sleep,” 
An’ helped his enterprisin’ clerk 

T’ fix things up a lot, 

An’ make a real department, where 
They’d serve it t’ yo’ hot! 


Then Jim was made th’ manager, 

O’ this department, so 

’Twas sure t’ be a huge success; 
An’ couldn’t fail t’ grow, 

’Cause Jimmy knew ’is onions, an’ 
He kep’ a fine display; 

An’ changed it ’round so often that 
Things looked new, every day. 


Th’ men an’ women stopped t’ look, 

An’ often stayed t’ buy, 

When Jim had told ’em what they 
ought 

T’ have—an’ showed ’em why. 

His methods worked so well that soon 

Th’ ’lectric goods got more 

Attention than did all th’ rest 

O’ things in Jones’s Store! 


An’ so I tell yo’, boys that work 
Fer someone else, don’t get 

Th’ notion that they’re ain’t no use 
T’ work yer brains a bit; 

’Cause yo’ c’n see, most easily, 

It paid our hero well, 


Who'll really learn t’ sell. 


Fer even tho’ yo’ sometimes think 

Th’ Boss a heartless crab, 

Remember, he’ll be glad enough 

T’ pay yo’ when yo’ grab 

More business,—so if you’d earn 
more 

(An’ that’s no apple sauce!)— 

Get busy now, an’ earn a lot 

More profit fer th’ Boss! 
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+?¢+ AND WE LIKE IT 


Since we first gave notice to the public (through The 
Saturday Evening Post) and to the trade (through this 
magazine and others) that we were bringing out a new, 
advanced electric refrigerator, letters have poured in. 





They have come from all parts of the country—a con- 
crete, undeniable evidence of the fast-spreading news of 
this newer and better electric refrigerator, and of the 
unusual opportunity it offers distributors and dealers. 





Satisfied? Not yet! We will still welcome inquiries from 
the right sort of concerns...Concerns that are well 
financed and capably managed by men with vision and 
initiative ... Concerns that can see the tremendous possi- 
bilities in the new Holmes. Concerns that mean business. 





Wire or write. 
HOLMES PRODUCTS, INC. 


General Offices: Works: 
205 E. 42d St., New York Bridgeport, Conn. 


HOLMES 


ELECTRIC REFRIGERATOR 
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Dealer Our Partner—Says Power Chief 


(Continued from page 76) 


type done by the P. G. and E. is too costly for the 
average retailer to attempt, Mr. Crawford believes. 
He says: 

“In the first place, the dealer would find it hard to 
get together a canvassing organization of the highly 
trained type we send out; in the second place, it would 
be too costly. If we were depending on sales alone 
we couldn’t afford to, but part of the cost we charge 
to general sales promotion and part to public relations. 
These contacts made by house-to-house canvassers with 
consumers we find invaluable in creating good will 
for the company. As a usual thing, the collector or 
cashier is the only representative of the company they 
meet. The canvassers overcome these negative contacts. 

“When the P. G. and E. is forced by the inactivity of 
dealers, or as part of its expansion program, to go into 
a community and put on a campaign, the attitude of 
the local retailer is usually one of resentment at first. 
He feels that there is little enough business without 
the P. G. and E. coming in and grabbing off what there 
is. But results show this apprehension groundless. 
Intensive campaigns of the type conducted by the com- 
pany have actually increased sales for the retailer to 
a marked degree because they have created a demand, 
because they have cultivated his unsold field.” 

A campaign, featuring kitchen lighting units, con- 
ducted by the, P. G. and E. in 1925 was an example: 
Prior to July, 1925, kitchen lighting units were con- 
sidered “slow moving” items by northern California 
jobbers and dealers. During 1924 and the first six 
months of 1925, the principal jobbers in the territory 
sold only 10,155 kitchen lighting units to dealers for 
resale. 

In July an active sales and advertising program on 
the kitchen lighting units was started by the Pacific 
Gas and Electric Co. Consumer demand was stimulated 
to such an extent that in the following 18 months the 
same jobbers’ sales to dealers were over six times 
those for the preceding eighteen months. Here are 
the results: 

18 months 18 months 
prior to following 
July, 1925 July, 1925 
Kitchen Lighting Unit sales by job- 

GN CIES 5 5c acl deans 10,155 61,560 

ate Oe GS ee 0 44,477 


Jobber sales were multiplied almost six times. To 
create this consumer demand, salesmen of the P. G. and 
E. called on over 380,000 prospects. Of these prospects 
less than 12 per cent were sold by the company while 
more than 16 per cent were developed as dealer pros- 
pects. Of course the demand did not cease at the end 
of the eighteen months noted. 

Institutional advertising of an unusual type is an- 
other form of dealer cooperation sponsored by the P. G. 
and E. Ranges, heaters, fans, electric refrigerators and 
lamps are among the appliances whose advantages in 
contributing to home convenience, efficiency and com- 
fort are featured in a general way in scores of daily 
newspapers in attractive ads. 


Readers are referred to their local dealers for the 
types of merchandise featured in the ads or invited to 
view general displays in the company’s offices. Except 
in unusual instances, these appliances are not on sale 
by the company except in towns of less than 1500 
population where local dealers are, as a rule, not in a 
position to carry an adequate stock of large appliances. 

Wherever the P. G. and E. offers merchandise for 
sale, it always features quality and never offers unfair 
competition to dealers in the form of cut prices or 
unusually long time payments. After the kitchen unit 
campaign, as a matter of fact, numbers of dealers sold 
these units at much lower prices than was asked by 
the P. G. and E. 

Windows in the Pacific Gas and Electric Co. build- 
ing in San Francisco are frequently devoted to well- 
arranged showings of the lines featured by local dealers 
and by general promotion displays. 

The crew of twenty house-to-house men kept in the 
field all year on sales promotion work are thoroughly 
trained befgre employed by the P. G. and E. As they 
remain in one community an average of only six weeks, 
they have comparatively few chances for much follow- 
up work. Under these conditions, they are deprived 
of commissions they might otherwise collect in closing 
sales on second call. And since they work largely on 
a commission basis, the company has devised a plan to 
keep them satisfied and alert. When a salesman con- 
tacts a prospect who afterward purchases the appli- 
ance demonstrated from a retailer, the salesman re- 
ceives a part of the commission. 

So far this story has been what the company and 
its officers say is its own work. Suppose we ask some 
merchants. We quote two, and in so doing we know 
there are many more who will say in effect the same 
thing: 

H. J. lLaasch, manager electrical goods, 
Brothers, hardware, San Francisco: 

“Retailers who have had no experience outside of this 
section of California probably do not fully appreciate 
just what the unusual merchandising policy of the 
Pacific Gas and Electric Co. means to the dealer. Before 
coming to San Francisco I was connected with a store 
in another Western State where it was almost impos- 
sible for us to sell lamps because the local power comr 
pany undersold us. The same was true of socket appli- 
ances. It is quite a refreshing change to find the 
largest power company here helping us to make sales 
instead of competing with us.” 

W. J. Kuhlmeyer, manager, electrical goods, Charles 
Brown & Sons, hardware, San Francisco: 

“IT think it would have been much more difficult for 
our electrical appliances department to have shown the 
gratifying growth that it has if we had to meet price- 
cutting competition from a power company. The P. G. 
and E.’s general consumer advertising has without a 
doubt been very helpful. So have the window displays 
of our featured merchandise which the Pacific Gas and 
Electric Co. has shown in its local offices.” 


Joost 
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2 Sales at a Low Price—or 1 at a Fair Price 
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Twice the needed display and ware- 
house space; double the house-to- 
house work; two deliveries; two 
home demonstrations; two sales 
against a world of price competi- 
tion; two possible repossessions; 
two washers to service; two question- 
able profits—or—one SPINNER 
sale quickly made at a fair price 
and assured profit through a thor- 
oughly pleased, enthusiastic cus- 
tomer? 





The wringerless SPINNER is the 
unquestioned leader of the only 
type of washers enjoying an ever 
increasing demand from BOTH 
housewives and dealers. It is totally 
different, competition-proof and en- 
tirely out of the price competition, 
low-profit class. And here’s why. 
The SPINNER is the 
only washer that ap- 
proaches complete 
home laundry equip- 
ment—it washes, 
rinses, dries, even 
starches (does almost 
everything but hang out the 
clothes) in a sanitary and ever- 
lasting PORCELAIN tub and 


spinning chamber. 


Hundreds of dealers changed 
over to ABC SPINNER last 
year. Hundreds more will 
change this year to this washer 
that is built with double satis- 
faction—unequalled service to 
the user and worth-while profit 
to the dealer. 
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ALTORFER BROS. COMPANY (Est. 1909) PEORIA, ILLINOIS 
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This Window was a First Aid to Boy Scouts 
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N Bellevue, Pa., the Boy Scouts needed money to accompiish the “good deeds” that were waiting 

to be done. The Samuel McKnight Hardware Co. of that city was willing to help the boys. The 
plan devised was for the Scouts to do many good deeds in the way of persuading householders to 
have better lighting in their homes. This really is a good deed, for in so many homes offenses 
against eyesight, physical comfort and education are being unknowingly committed by insufficient 
lamps. So the boys undertook this task, selling the “home kits” of lamps, then a new selling pack- 
age. This window was arranged to increase interest in this sales campaign, with excellent results to 
the store, Scouts and householders. Boy Scout week is Feb. 8 to 14 and this suggestion may be 
something to think about. 


Below—R. H. Macy & Co. of New York, demonstrate that it is possible to make a display suggestive 
of a complete line of appliances in a double window. 
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~ Electric Motors for Farms 


EDITOR’S NOTE—This is the first of a series of instructive articles on Elec- 


tricity on the Farm by R. H. Rogers of the General Electric Co. 


These articles 


were originally prepared for broadcast talks over WGY and we are sure that they 
will be of interest to those who are selling and will sell such equipment to farmers. 


We suggest making this page a part of your scrap book. 


answer a few selected questions 

from among those most fre- 
quently asked by farmers concerning 
farm electrification matters. 

Will a portable 5-hp. motor take 
care of silo filling, wood sawing 
and feed grinding, or should small- 
er motors be used? 

I take it that the questioner knows 
that the five-horsepower motor is 
about the minimum size for silo fill- 
ing, but thinks that the other loads 
would not be efficiently cared for by 
so large a motor. A five-horsepower 
motor driving a 11 to 13-inch throat 
blower and cutter at about 400 revo- 
lutions per minute will cut and ele- 
vate eight tons of ensilage per hour 
into a 30 to 35-foot silo. Wood saw- 
ing in heavy hard wood with a saw 
none too sharp might make an aver- 
age load of five horsepower on the 
motor, but in general less power than 
that is taken. The same is true of 
feed grinding, as there are many 
sizes and kinds of grinders. How- 
ever, there is very little objection to 
using a five-horsepower motor on 
loads of two, three or four horse- 
power, since the motor takes electric 
energy through the meter practically 
in proportion to the work it is doing. 

An unloaded motor is not so effi- 
cient as a fully loaded one; that is, 
one does not get quite so much out- 
put per unit of input. For short 
intermittent jobs this difference is 
negligible, but it would be worth 
considering in the case of a motor 
installed to run practically continu- 
ously. 

Finally, it may be taken that a 
five-horsepower motor is more eco- 
nomical on occasional underload 
operation than it would be to own a 
smaller motor for such jobs and have 
it stand idle a great part of the time. 

Which is the better adapted for 
electric motor drive, a hammer mil! 
or a burr mill for feed grinding? 

The hammer mill is the better unit 
because it is essentially a high speed 
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[: the following I am going to 


machine, the same as the electric 
motor, and it therefore does not re- 
quire much difference in pulley size, 
or the motor may be directly coupled 
to the hammer mill shaft. The ham- 
mer mill is not harmed by stray iron 
or stones in the feed, and it is not 
otherwise subject to damage or get- 
ting out of adjustment. 

Can an electric motor safely be 
left to operate by itself or will it 
speed up dangerously if the belt 
should break or come off? 

I believe this farmer has in mind 
feed grinding from an elevated bin 
or large hopper so that he will not 











A 5-hp. portable motor filling a 
silo at rate of 8 tons per hour 


need to give all his attention to the 
outfit. Motors such as are used on 
farm power lines do not speed up 
more than a slight amount when the 
load is suddenly taken off, as when 
a belt breaks. 

In fact, there are thousands of 
such motors running in industrial 
plants that are never seen oftener 
than once a month, when they are 
viled, and we know of one case where 
a motor was completely overlooked 
for over a year, and it was operating 
faithfully the whole time. With oil 
in the bearings, there is no reason 
for anyone standing by while.a motor 
is operating; in fact, much time can 
be saved by rigging up home-made 
devices so that the driven unit will 
be self-feeding. 

What happens when the power 
goes off—will the motor start up 
again when it comes back on? 

That depends upon the kind of con- 
troller used with the motor. For all 
general purposes, the controller 
should be such that the return of 
power will not restart the motor. 
This is simply a question of safety, 
for a person might find the machine 
stopped and, while working on it, he 
might be injured if it suddenly 
started up with return of power. 
Under modern conditions power is 
very seldom off and, considering a 
possible choke-up with automatic 
feed and general safety, it is best to 
insist on a controller that has under- 
voltage protection, as it is called. 

A common exception to this rule, 
however, is found in the pump motor 
that is operated by a float switch or 
pressure switch. In this case, the 
float or pressure gage automatically 
turns the power off and on and if 
the motor stops from low or no volt- 
age it will restart without attention 
upon the return of power. Such a 
unit is always starting up unexpec- 
tedly and the caretaker must school 
himself to open the line switch even 
when the pump is stopped before do- 
ing any work around the set. 
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Selling Radio 


T is rather strange but we do not often hear the 
[ eviction to stocking radio that “everybody who 

will have one, has one.” That reason kept many 
men from undertaking to sell automobiles years ago. 
They talked knowingly about saturation. Sales not 
only continued but they increased. The same thing 
is true and will be true about radio. The selling of 
radio is just getting a good start for the merchant 
who likes to do things in an orderly way. The boom 
days are past and the business days are here. 





The two and three-radio family is becoming fre- 
quent. Young and old people seldom agree on the 
best broadcast. 





Who to Sell to 


ANY well-to-do families are without radio. 
They have refused to permit sets in their 
homes because they regarded it as a disturb- 

ing influence. Gradually these people are learning 
that radio is entirely under control. It creates no 
fuss when you do not want it to. Also these people 
are learning of the excellent broadcasted programs— 
that many of them are anything but a disturbance 
and that the concerts and readings are well worth 
hearing. 





Several speakers in a home is a frequent occur- 
rence. The busy housewife likes to sew or iron by 
music without having to move a speaker. 





The Element of Style 


HE day has come to radio when this year’s set 
will not be technically out of date next year; 
but this will not stop sales. In fact, this should 
promote the sale of more expensive sets. The cus- 
tomer can buy with assurance that the set will serve 
for several years. There remains, however, the style 
element. Gradual refinements of technical design, im- 
provement in radio cabinet making and similar rea- 
sons will tend to make new sales. People do not 
resent changes of style, they welcome them. People 
who are proud of their homes like occasional changes 
for the better. 





Tubes are an article of daily sale in practically 
every community. 


Schools 


4 N ] ALTER DAMROSCH, the grand old man of 
American music, is at the head of a movement 

to make available for schools an educational 
musical broadcast. Every school room in the country 


should have an adequate receiver for this and similar 
programs that are being developed for future broad- 


casting. If the school board cannot see the way clear 
for an adequate purchase, you, as a citizen, should 
promote a fund to place a set in the school. Can you 
think of a better public service, or one that will likely 
create a more substantial demand for your merchan- 
dise? Every child in the school will become a booster 
for you and your radio receivers. 





No need to get out of the radio battery business 
quickly. It will be some time before all battery sets ° 
disappear. 


Educational Aids 


DUCATIONAL value of radio is one of the sound 
H arguments for its sale. No one will dispute 

the possibilities in this line. Love of the high- 
est type music cannot be entirely created by books. 
The spoken word is more effective with most people 
than reading. The leaders in politics, religion, science 
and other branches of advancement will continue to 
present their ideas over the radio. It is rapidly com- 
ing to the point where well informed people can 
hardly be without radio. 





A systematic canvass of radio listeners reveals 
a considerable number are still using handmade 
sets. These people are excellent prospects. 





Television 


EET those customers boldly who do-not buy 
M. receivers because, they say, next year will 
_ bring television. If television comes within 
a year, which is doubtful, it will come as a different 
broadcast and it will reach the home through a differ- 
ent receiver. This is an advancing age but there are 
many reasons for not supplanting the present radio 
receiver with the dual sound and sight receiver, some 
of which are technical and others are economic. 





The Hoover inauguration will doubtless be an 
important broadcasting event. It should be pre- 
ceded by a radio selling event. 





Time Payments 


-T is time now that the systematized credit plan, 
[re spoken of as time payments, scarecrow is 
buried. Time payment credit has become orderly. 
People everywhere have accepted it and many people 
who can borrow from banks are buying that way. The 
merchants who sell to them charge them for the service. 
The jobber or factory that supplies your radio can 
advise you about handling these credits. In almost 
every community there is an honest banker who handles 
this credit paper. If you do not sell radio this way, 
some other good merchant in your community will. 


























General Utrsity 
Flashlight 


PRICED TO 
FIT EVERY 
PURSE 
1000-ft. Focusing 


Searchlight 
$2.98 


Focusing 
Spotlight, $1.55 


General Utility 
$1.55 


Junior, $1.10 


Chieago 





Every TIME YOU SELL A 


BRIGHT STAR 
FLASHLIGHT ¥ 


YOU MAKE A FRIENDe 


win the good-will of your 
customers—their confidence 
in your good judgment—both po- 
tent factors in your success. 


You can be confident that whoever 
buys one Bright Star Flashlight in 
your store will come back to you 
when he needs another—because 
Bright Star Flashlights are replete 
with distinctive features that ap- 
peal to everybody: Folding Loop 
Hanger, Twin-Cushion Shock Ab- 
sorber, Security Switch, Candle- 


light—the result of twenty years of 
developing quality products. 


Bright Star Flashlights move 
rapidly across the counter because 
of theirinherent value and because 
they come to you in attractive, 
colorful displays that make instant 
appeal to consumers. 

In short, it’s the height of good 
business judgment to stock Bright 
Star Flashlights and let them make 
friends for you. Get in touch with 
your jobber, or ask us for further 
information. 


BRIGHT STAR BATTERY CO. 


HOBOKEN, N. J. 


San Francisco 





“TWENTY YEARS BUILDING THE QUALITY LINE” 





Electrical Goods Section 

















HARDWARE AGE for JANUARY 31, 1929 





New Haag Model 





The New Haag Vortex Model 75 is 
the square tub type, wringer machine 
with the patented agitator. It is 
finished in vortex green and makes a 
handsome appearance. Direct drive, 
grease tight gear case, adjustable legs, 
all operating mechanism running in 
constant bath of oil. Haag Bros. Co., 
Peoria, Il. 


Improved Toggle Switch 





This toggle switch is guaranteed for 
10 years. Simplified design has elimi- 
nated several parts, enabling a strong- 
er construction. Blades are attached 
to laminated bakelite carrier plate, 
eliminating washers and fiber insula- 
tion which gives smooth operation. 
Made in single, double, three and four 
point. Connecticut Electric Mfg. Co., 
Bridgeport, Conn. 


Convenience Outlets 





These two convenience outlets are 
new—one double other single. Single 
is made in both black and white por- 
celain with contact finding screw. 
Eagle Electric Mfg. Co., 59 Hall St., 
Brooklyn, N. Y. 


Small Cleaner Replaces 
Attachments 


It is said that nine out of ten women 
never use the attachments supplied 
with the electric cleaner, so Premier 
has decided to cut out the attachments 
and supply instead a small cleaner, 
selling it with the regular cleaner as 
an accessory for doing the many small 





tasks usually assigned to attachments 
and never done with them. The small 
cleaner is shown here. It weighs only 
4-lb. and operates with the ease of an 
iron. It can be used for walls, up- 
holstery, drapery, clothes and what 
not. Premier Duplex and Spic-Span 
list at $72.50. Premier Junior and 
Spic-Span list at $48. Electric Vacu- 
um Cleaner Co., Cleveland, Ohio. 


Egyptian Urn Percolator 


An urn percolator set of unusual de- 
sign. Includes 12-cup urn, sugar, 
creamer and tray all designed on 





Egyptian lines. Percolator has Spen- 
cer thermostat and Corox heating ele- 
ment. Westinghouse Electric and Mfg. 
Co., Mansfield, Ohio. 





A Substantial Cord Set 


At the right is shown the Hemco 
cord set announced by the Bryant Elec- 
tric Co., Bridgeport, Conn. The set is 
up to Hemco standards and at one end 
has the Hemco Heater Plug and at the 
other end the Pul-Cord Attachment 
Plug. The cord is six feet and is 
made for long wear. 


New Oscillating Fan 





This new 10-inch fan succeeds the 
9-inch model offered by the General 
Electric Co., merchandising depart- 
ment, Bridgeport, Conn. The fan is 
especially recommended for’ small 
apartment or small home use. Readily 
adjusted to desk or bracket. Motor 
body and blades finished in forest 
green. Model shown here is oscillating 
model. Also manufactured as non- 
oscillating. 


Portable Extension Light 





The Belden, Jr., Cordlite extension 
light has soft rubber safety handle 
sockets, said to be exceptionally du- 
rable, waterproof and a guarantee 
against shocks to the user. The soft 
rubber plug will stand much abuse. 
Belden Mfg. Co., 2300 South Western 
Ave., Chicago, II. 
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What Electrical Stoc 


Stores Inc 





ks in Hardware 
ude 


List of items common to twenty stores in eleven towns shows 
the replacement field is well covered by stocks 


XACTLY what does the non- 
H cet dealer stock and sell 

when he goes into the “elec- 
tric supplies” merchandise? The 
question is always open to discussion 
because it is not likely that, with the 
wide list of articles available for 
possible sale, that two dealers will 
exactly agree on certain items. Com- 
munity education in electrical lines 
strongly affects the merchant’s stock 
selection. 

There is not, so far as this writer 
knows, a standard list of what con- 
stitutes a satisfactory stock of elec- 
tric supplies for domestic trade. The 
average hardware store, aS we un- 
derstand the situation, does not set 
itself up as an adequate supply depot 
for the electrical contractor or for 
other original construction jobs. 
Some hardware stores carry stocks 
of sufficient variety and’ amount to 
meet this demand, while others seek 
only to meet the replacement de- 
mands, and in this they are guided 
chiefly by requests of customers. It 
must be remembered that a consid- 
erable number of hardware stores 
have electrical contracting depart- 
ments. Some do complete wiring 
jobs; others on repair and extension 
work. Such stores are a topic apart 
from this discussion. 

Recently what seemed to be an un- 
usual opportunity offered to obtain 
an indication of the extent of this 
service offered by non-electric stores. 
A man we know well and believe in, 
was making a leisurely trip from 
Pittsburgh through Ohio and Michi- 
gan. His route led chiefly into the 
great industrial district. He is a 
student of merchandising, a practised 
investigator and has no interest in 
the promotion of any particular line. 
This man offered to make something 
of an investigation along the line of 
completeness of electrical stocks. 

This investigator went to a hard- 
ware store that is quite famous for a 
complete line of replacement elec- 


Electrical Goods Section 


trical items. He made a list of the 
electrical items from the inventory 
of this store and as he progressed 
on his journey through these cities 
on his list he checked the stocks 
against this list. 

This checking revealed that about 
150 items were common to the stocks 
of twenty stores in eleven cities of 
various size in this general district. 
In almost every city he found that 
the stock carried indicated that a 
hardware store was the chief point 
of supply for domestic replacement 
or extension materials. Wherever 
he found 10-cent store quality sup- 
plies in a hardware store, he also 
found a better quality of merchan- 
dise. As indicative of the stocks 
this investigator found, we give the 
following list: 


Heating appliances 

Irons 

Toasters 

Waffle irons 

Table stoves 

Percolators 

Heaters 

Curling irons 
Incandescent lamps 
Sockets, single and plural 
Bells, two sizes 
Fuses 
Porcelain tubes 
Switches 

Button 

Toggle 

Knife 
Flush plates 
Receptacles (several types) 
Porch bell transformers 
Push buttons 
Attachment plugs, bases, caps 
Pull chains 
Wire (several sizes) 
Staples 
Cord 
Cord with switch 
Soldering iron 
Switch boxes 
Batteries, three sizes 
Flashlights, lamps and batteries 
Aerials 
Extension cords 
Tape, friction, rubber 


Extension lines and accessories 
Service taps 

Wire lamp guards 

Iron cord sets 

Iron plugs and switch 
Convenience plugs 

Porcelain nail knobs 

Washing machines 

Ironing machines 

Cleaners 

It will be: noted that several of the 
items as listed here expand into sev- 
eral on the inventory sheet and it 
also should be noted that only items 
common to all stores are listed, and 
the stocks of any one store included 
a number of items not here listed. 
In many cases the items not listed 
here were peculiar to a line devel- 
oped by this store, as, for instance, 
panel cutouts, industrial safety 
switches and similar materials. One 
exception to the above lists were 
noted in the report. 

Two stores in one town had recent- 
ly dropped washing machines, iron- 
ing machines and cleaners from their 
stocks because the public utility of 
that community was disturbing the 
market with exceptionally low terms. 

In other communities the mer- 
chants did not seem much concerned 
about the sales policies of the utili- 
ties. In some cases merchants met 
the terms of the utilities with lower 
prices or lower priced appliances, but 
this is regarded as a form of compe- 
tition and that if it did not come 
from the utility stores, it would 
probably come from some other com- 
petitor. 

Most of these stores, it developed 
in conversation, drifted into this 
business without special thought, 
merely developing stocks in response 
to demand. Only occasionally did 
any of these stores especially feature 
the electrical department and some 
of the proprietors were surprised to 
learn that they were so extensively 
in the electrical trade—except in 
those stores that are departmentized 
to some extent, at least. 
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Radio Makers Realize Value of Prosperous Dealers 


(Continued from page 72) 


The latter, contributing greatly improved programs 
and service, has gone through a stabilization era de- 
spite the recent reallocations. For the first time a 
great many broadcasting stations will show a profit for 
1928 on their ledgers, and economic conditions have 
influenced the position of the broadcaster, as well as 
the distributor. Let me add also in this category the 
manufacturer. 

The day of the fly-by-night, get-rich-quick operator 
in radio, in any branch of it, has passed. The oppor- 
tunists, the hangers-on in the camp of radio, have been 
shaken off. Not only in the manufacturing branch of 
the industry, but in the distributing, and now in the 
broadcasting branches, radio has gradually and for- 
tunately developed into stronger hands, better qualified 
to give better service to the public, and with a deeper 
sense of responsibility to the public. 

Relations between the manufacturer and the distribu- 
tor also have improved tremendously during the past 
year. A strong distribution force and a prosperous one 
has been built. 

The small store dealer, with experience and bet- 
ter merchandising and finance methods, is making 
money, together with the jobber. Trade names have 
become well established and the public is now recog- 
nizing standards in a contracting group of manufac- 
turers. The dealer franchise is commanding more re- 
spect on the part of the buying trade. 


There are fewer manufacturers, but stronger ones, 
and there are fewer jobbers, but also stronger, all mak- 
ing for greater stability and improved service to the 
public. The radio industry is entitled to the public con- 
fidence and respect which it has won through develop- 
ment of improved products and more efficient distribut- 
ing methods. 

In the radio factory, the manufacturer has reached a 
new peak of efficiency, in workmanship, in quantity pro- 
duction and in merchandising and financing. Discounts 
adequate to insure satisfactory profits for the jobber 
and dealer have become established as another stabiliz- 
ing factor. 

The radio manufacturer has grown in the convic- 
tion that a healthy and prosperous group of distribu- 
tors is necessary to his success. Probably never be- 
fore was there such general cooperation and mutuai 
satisfaction as in the relations of the manufacturer 
and the distributor. 

The public viewpoint toward radio is important in 
considering its future. Public acceptance is no longer 
a question. No more is radio a toy. It is a necessity of 
home life and universally regarded as a growing factor 
in American progress, not only in entertainment, but in 
education, religion, information, and all the other forces 
which make for progress. And no more does the public 
ask: “Shall I buy a radio?” The question today is: 
“What kind of a radio shall I buy?” 











Insulated Flexible Cords 
Silk — Cotton — Asbestos 
LIGHTING FIXTURES 
PORTABLES 
APPLIANCES 


RADIO 
AUTOMOTIVE 


HATEX 
“Service Cords” 


HATFIELD RUBBER WORKS, Inc. 
HILLSIDE, N. J. 








Confidence in SPhampion 


Brand 


Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sell them. 








Consolidated Electric 
Lamp Co. 
140 Maple St., DanVers 


“Licensed under the General Elec- 
trie Company's Incandescent Lamp 
Patents.” 


3 
The suggestions offered 


in this issue of Hardware Age for 
merchandising Electrical Goods. 
The live dealer can amplify his sales 
by prominently displaying these ar- 
ticles. 

Step up your sales by reading the 
electrical merchandising articles in 
the Electrical Goods Section of 


Hardware Age 
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Beyond the Yelps Lies Trouble 


(Continued from page 74) 


and its sentiment appealed to, promptly replied as fol- 

lows: “We thank you for bringing this matter to our 

attention. Of course we would not sell anything know- 
ingly that was a hazard and we have ordered the sale 
stopped. The device is removed from our counters and 
the unfilled orders cancelled.” 

In this instance, as in many another, price was not 

a primary consideration or at least did not indicate the 

product’s actual and intrinsic worth. Hence the con- 

sumer still was able to get the article at his price and 
yet obtain a better product. After all, the amazing 
example of low-price and mass-production set by the 
automobile industry has convinced the public and the 
merchandiser that inferior workmanship and material 
is not always a companion piece of price. The mental 
attitude of modern America is this: “What is the 
cost, not what is the price?” 

Hand in hand with such direct effort as just recited, 

a continuous missionary work is under way between the 

industry and the public which is being advised to con- 

sider among other things the following when buying 
across the counter: 

1. The useful life of the device. How long will it last? 

2. Has the device been tested by competent groups and by 
continuous use over a period of time? 

3. Is the manufacturer a permanent organization with a 
long expanse of useful life or a mushroom company 
which is willing to be a nine-days’ wonder and market 
a cheap product on everyone? 





4. Is operating cost of the appliance exorbitant in regard 
to similar devices? 

5. Cost in relation to costs of other important home com- 
forts. 


In line with this campaign, listing of fires and casual- 
ty hazards is being studied to get at the intensity of 
the problem. The possibility of suit for damage against 
manufacturers of unfit pieces of apparatus is not in- 
conceivable. Such a suit might easily affect the dealer, 
jobber and manufacturer. 

A more general fact is that central stations are loath 
to have on their lines anything that might interrupt the 
use of electrical appliances, electrical household equip- 
ment and devices of all kinds, which are of maximum 
value when they are kept working. They profit Central 
Station and the user only as they do the job. Further, 
when they do not work they cost money and must be 
repaired. N. E. M. A. and other groups are continu- 
ing the work of many years in preparation of manu- 
facturers’ standards. The ultimate is constantly 
reached and constantly revised. The best practices are 
being revised, and “stiffened,” as the art and business 
of manufacturing improves. 

‘Tnus, all along the line, is a concentrated effort being 
made to overcome prejudice and inertia always so ap- 
paren’ when a corrective movement is started. But the 
starting point and the goal point are still a consider- 
able distance apart but this distance is lessening. 








SOLD BY JOBBERS 





“Window displays sell more lamps for us 
than other forms of advertising.” 


GENERAL OFFICE 
AND FACTORY 
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HYGRADE LAMP CO 


Licensed under General Electric Company’s Incandescent Lamp Patents 


—_—$<_$_<_$<_$<$_$_$ OO —— 
PVeTPEE ae ae a a ee ee eee ETE REEL Ieee a ae ee ee ee er ee ee ee ee 















The first order 
looked awfully big, 


but— 


Myron A. Miller of Richwood, 
Ohio, started handling Hygrade 
Lamps four years ago and has 
sold them ever since. 

The first order looked “awfully 
big” he says, but sales have 
consistently increased until to- 
day he is putting over the 
counter every month more Hy- 
grade Lamps than were speci- 
fied on thar first ‘“‘awfully big”’ 
order. 
















SALEM Mass 
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Armored Construction—Means Protection. 


ELL your customers The Green Line 

Armored Tool Cases—complete protection 
for tools. Built of wood, armored with steel 
riveted in place, these sturdy cases withstand 
long wear and even abuse. Every user of tools 
near you is a good prospect. At all good job- 
bers. Write for catalog and sales literature. 














, on SO —1 = 
GREEN-C ASE, Inc. No.90-32—A fullsize,carpenter suit 


Racine, Wisconsin case chest. Has full length parti- 
Surpless Dunn & Co. tioned tray, level and saw brackets. 


General Sales Representatives Will ac I . 
siniiianeihns now vor ome Will a ‘commodate square. Size 16 
34 North Clinton Street 74 Murray Street *°74 X92. 
































Absolutely Guaranteed Sell Them 
Against Breaking by the set 
or Weak Parts 


The improved Lawncomb is built to 

stand hard usage. The frame has well 

rounded clamped corners, no sharp bends 

that break easily. The improved Lawn- 
comb has been 
rigidly tested this 
season, and is posi- 
tively guaranteed to 
give satisfactory ser- 
vice in clearing 
lawns, drives, paths 
of gravel or crushed 
stone. 





T he _ Improved 
Lawncomb will be 
at Booth No. 4 in 
the Pennsylvania 


and Atlantic Sea- 

Sets of 9, 11, 17 bits are fur- 
board 28th Hard- | nished in compact cases for 
ware Exhibition at the convenience of the users. 


the Philadelphia It ten't hard. Every mechanic needs the entire set in his work, 
Commercial Mu- resolves itself to a quien of selling him once seventeen times. 
seu m, Philadel- - a Sn , 3 its =P in keeping the bits in order 
° » D ing 
p hia, February Forstner Bits are the only bits thet are not dependent on 
= AN llth to 15th. level to guide thom. They cut frum the cuter rim. The entire surf: 
HAWN 2 t wotk all the time, no jagged eats; very part of tho werk is coesth s 
\ : \ potished They bore their way through hard, knotty, eross grained wood, 
\ @ smooth hole and clean, polished surface. 


tl in N\ez EASTERN "tab te Gh no Sinan Order through your jobber or direct. 
, ay ) 


Tool & Mfg. Co. The Progressive Manufacturing Co. 


Bloomfield, N. J. TORRINGTON, CONN., U. S. A. 



































DISPLAYS wag : 
that sell tools ey money In toys: 


pen MILLERS 
12 BIG LINES PALES 


.. advertised to ma- Certainly. And not only at 
hinists, automoti : Dealers : : 
chinists penn, be aay Christmas either. 
cereggin pg begee 4 ay Read the stories of success in 
Braces, | Levels, ‘Hand - Hardware Age. You'll also 
a reast rills, riack- a 
saw Blades, Hacksaw oe —y ~ mgr an we 4 
rames, utomatic e 
Tools, Mitre Boxes, Plain { aN 4 P pe 4 —_ — -_ 
Screw Drivers, Auger . their advertisements. 


e €' 
Bits and Expansive Bits, MILLERS 
Bit Extensions, Nail Sets —. a 
es Miler Fale, Hardware Age 
Write for particulars. Brace Display No. 600 Mass. U. S. 
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The box that 
holds trade be- 
cause of Honest 
Quality Inside. 


Full count, full 
weight, of good 
honest quality tacks 
in every Atlas box. 
You can be sure of it 
every time you sell 
one to a customer. 








You can also be sure that each customer will 
continue his patronage. Not only because 
he will appreciate the full weight, and honest 
quality, but because at no time will any 
single Atlas tack give him cause for un- 
favorable comment or reflection. 


When customers buy Atlas tacks, they re- 
member where they got them. 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 
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Something new in 
Poultry Netting 


The problem of effectually trade-marking poultry 
netting is as long standing as the product itself. 
Once erected, netting usually loses its identity ex- 
cept to the experienced eye. The good and bad 
qualities of course can always be recognized, but 
the name of the brand is forgotten. 


Superior Brand Netting is now identified by a pic- 
torial label—an innovation in trade-marking a pro- 
duct. It is produced in nine colors on durable 
cards, one of which will be inserted in every roll of 
poultry netting. 


As a trade-marking proposition this project is of 
unusual interest, because it provides a means of 
displaying the trade mark indoors while the prod- 
uct itself is resisting the elements year after year 
outdoors. 


G. F. Wright Steel & Wire 
Company 


_ Worcester, Mass. 





Chair 


EASY TO 
SELL 


Folds Flat 


Because :— 


Easy to open— 

EASY to close— 

EASY to stack— 

EASY to sit in— 

Strong as an ox— 

Won’t rattle— 

“No metal can touch you.” 


This is a chair that you can easily sell because about it 
there is much to tell. You can knock it around and treat it 
rough, even in front of a customer. This chair is as tough as 
a yegg, and will stand rough usage. It may even be left out 
in the rain, and it won’t warp or turn white, it can’t rust. 


For a chair that one can fold easily and just TUCK AWAY 


consider— 


Well 
Built 


Two Sizes! Six Colors! 


This chair is an all-wood chair that costs you less money 
and sells for less money, and yet in the end brings you more 
profit. Made in regular and juvenile sizes, in natural finish 
(beech) as well as vivid red, blue, green and orange finish, 
and black on special orders. They fold as flat and stack as 
easily as pan cakes. Sold singly or in rows, You can sell 
them to individuals, theatfes, schools, commercial clubs, 
churches, and other assemblies. 


Send for Sample Chair and 
TREAT ’ER ROUGH! 


Send coupon for either or both sizes 
of the TUCKER’WAY — that all-wood 
folding chair, and give it the works. 
You'll find it will stand the gaff. Get 
our dealer proposition and _ prices. 
You'll soon become another of the 
TUCKER’WAY enthusiasts! 


Peerless Camp Furniture 
The TUCKER’WAY is an- 
other Tucker product. You 
have doubtlessly sold or 
heard of PEERLESS Camp 
Furniture, TUDUCO Tents, 
KANTSKRATCH Mops, 
ete. Send for catalog. 


TUCKER 


DUCK & RUBBER CO 


Fort Smith, 
Arkansas 
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the eounter 


Starrett 
Combination 
Square 
No. 94 


every time?! 


2552 


Sell Starrett I Tc 









Z Satisfied 
4 Customers 


Profitable 
Sales 


ussell Jennin ngs h Mfg.Co. 


Chester, 


21-132 





Robertson “Horseshoe Magnet” Hammer 


THE HAMMER 
HOLDS 
THE TACK 


The best permanent magnet hammer on the market. 


A PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition. 

















Neme and design trade marks registered U. 8. Pat. Of. 


ARTHUR R. ROBERTSON, 596 Atlantic Ave., Boston, Mass. 
Sole Manufacturer 





“IVES” Patent Ventilating Lock 


Beal 


—~< ed Moenufecturers of a _— 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 








i 
——_——iss 








; the products from 
Made for Men With One tsa he 
Vise-Like Grips! hack saw Sates. Orme 
die te tip of for your copy of “ 
pean ye a 7 hardene ¢ & Btory of the Wolves of 
stand wrench or strain ~~ ees : Lenos.”” 
bendin “ag handle: off. 
ye 
e| 
teted Shttaay ket—priced to give eenters 
ea, — a display and they'll de their 
own selling. 
“The Tools in the Plaid Bow 
AMERICAN SAW & MANUFACTURING COMPANY 
Mass. 
SEEKS AESEESCEFAE SEE SET EEEEEAREEEESEE Ee tees eeenes 














SUPER 
VALUE 


Adjustable “S” 
Nut Wrenches 


Up. Bemis & Call 
Springfield, Massachusetts 





















must be regulated as well 
as traffic. We stopped 
you just long enough to 
say that all Classified Ad- 
vertisements in Hardware 
Age must reach us nine 
days before the publica- 
tion date to insure inser- 
tion. “GO” to it. 


Hardware Age 


239 West 39th Street 
New York City 
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rel 


THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warchouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 














MASTER PLIERS 
Unbreakable—Guaranteed 


HE powerful compound leverage design means easicr cuts, 
longer life, greater usefulness. 






Investigate the sales possibilities of 
Master Pliers. Order from you 
jobber. = 






MASTER 
PLIER CORPORATION 
7328 Harrison Street, Forest Park, Illinois 





Simplex 
ScrewJacks 


Sell on Sight! 


Their Visible Screw, Stability, 
Workmanship & Duco Coloring 


| Create Sales Appeal | 


Sim plex Lever Jacks, 
_ Pipe Pushers 
lempleton, Kenly & Co. and Trench Braces | 
ST.1899 ‘aac << 2 : 
Chicago. II1.,U.S.A. yams | ahoboggan 









One Piece (Cut Out) Thumbtacks 


Made in Four Sizes 


PTT 


No. 41%” No. 42 7/16” No. 43%” 





No. 44 9/16” 


Packed 100 to box, 10 boxes to carton. 


Also packed 36—10c metal boxes to 
Green and White Display carton. 





Write for Samples and Prices 


Moore Push Pin Co., Philadelphia, Pa. 

















take care of all tire sizes 


yon’ 


TIRE CHAINS 


Positive Lock : ‘ 
Double Tied Side Chains Makes Safety Certain 


PYRENE MANUFACTURING CO., NEWARK, N. J. 


Branches: Atlanta, Chicago, Kansas City, San Francisco 


qa sizes of # tire chains 




















Paine Toggle Bolts 
The only spring type toggle 
on the market 
The wings open instantly 
in any position in hollow 

material. 
Any Style Head 
Any Length bolt 


Standard bolts threaded 
to hea 


AAA) 


X 
| Ome 


peehiyibi day 


QUUUUUUUUUUUULLULUUUUDLLF, 


Requires no guiding— 
Just insert—The spring 
does the rest. 


Samples on request— 
no charge 


THE PAINE COMPANY 
2947 W. Carroll Ave., Chicago, Ill. 
























SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Nate) 5 OO) .9 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord’’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 








ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 


Home of the Worlds Finest Steel 
a 4s 


& SPARRE, INC. 
Importers 
162 Chambers St. 
New York City 


Tel.: BARelay 0844 ” 
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Classified Opportunities 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 


Positions Wanted Advertisements 
50% off rates quoted 





Address your advertisements and replies to 
Hardware Age, Classified Oppor- 





Set Solid, Minimum of 5 lines... .$3. 
Each additional line 60 

All Capitals, Minimum of 5 lines. . 
Each additional line 


Average 10 words to a line 
Allow One Line for Keyed Address 


Samples of merchandise, literature, 





Remittance Must Accompany Order 


catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers. 


tunities, 239 Lah # 39th St., New 


Discounts for Classified Advertising York 


4 insertions, 10% <_ 8 insertions, 15% 





HARDWARE AGE is published each Thursday. 


Forms close Nine Days previous to date of 
publication. 








Se LC 











BUSINESS OPPORTUNITIES 








LIGHT LOFT TO RENT FOR OFFICES 


In hardware building, 106-110 Lafayette St. Corner 
Walker St. Entirely occupied by hardware corpora- 
tions. Apply to John S. Melcher, 68 William St. or 


your own broker. 














FOR SALE—Retail hardware store in best location in community draw- 
ing from 25,000 population within radius of ten miles. Will accept mod- 
erate initial payment and lease building for term of years at low rental, 

iving purchaser ample time to pay for stock on deferred payments. 

tock inventories about $40,000. This is a wonderful opportunity for an 
experienced retail hardware merchant. Address Box 1-226, care of Harp- 


warg Acz, New York. 


FOR SALE—A GOOD CLEAN STOCK OF HARDWARE, Plumbing 
and Tin Shop. In connection will sell hardware stock separate if desired. 
Stock invoicing around $20,000, doing a nice business, best location in 
Crestline, Ohio. Located at the junction of the main lines of Penna. & 
New York Central Railroads, also on Lincoln Highway. Address E. 


WEAVER, Crestline, Ohio. 


FOR SALE—HARDWARE AND GROCERY STOCK in a town of 
500 inhabitants in the best tobacco and general farming section in Lan- 
caster County, Penna. Stock and fixtures will inventory $7,000.00, build- 
ing at $5,000.00. Can be bought less building. A real bargain for a 
quick buyer. Addiess Box 1-245, care of Harpware Ace, New York. 


FOR SALE—RETAIL HARDWARE. house furnishing and_ paint 
store Devoes Agency. ‘Located in town 100,000 population in New Jersey, 
20 miles from New York. Established five years. Sacrifice to right 
buyer. Going into Import business and need cash for same. Address 
Box 1-246, care of Harpware Ace, New York. 














FOR SALE—Hardware store on the west side of Manhattan doing a 

profitable business, equipped with the finest modern fixtures and high 

ade _ stock. opportunity for anyone. $7,000.00 required. Ad- 
Seas Box 1-238, care of Harpware Ace, New York. 





PATCHOGUE, L. I.—Shopping center for 25,000 population. Store 
and five-room apartment for rent on Main St. Ideal for Hardware 
and Housefurnishing Specialty store. None now in town. Rent reasonable. 
Box 506, Patchogue, L. I 

FOR SALE—ALL SIZES OF HELLERS OAK FRONT metal body 


shelf boxes at 25c each. Quitting business. Stock of machine, carriage 
and lag bolts at 70 and 5% from list. A. W. LIEB & SON, Williams- 


port, Pa. 








POSITIONS WANTED 


eee 
CAN YOU USE THIS MAN? 


Desires to locate in the South. At present part owner, Vice- 
President and Treasurer of a successful New England Adver- 
tising Agency. Recurring illness in his family forces a change 
to a more equable climate. Age 47; a Southerner and a college 
man; 25 years’ sucessful experience as a salesman, sales execu- 
tive and advertising man. Has traveled throughout the United 
States and is a keen and analytical student of conditions gen- 

. An opportunity to procure the services of a man of 
broad experience, sound judgment, unusual energy, and 
unwavering loyalty. Will consider executive position com- 
mensurate with his experience and ability. For referen ane 
further particulars, write Box 1-210, care of HAR ARE 


AGE, New York. i 








oad 

















POSITIONS WANTED 





BUSINESS GETTING SALESMAN well known in wholesale and 
retail hardware trade in New England, New York, New Jersey, Hudson 
Valley, has loyal following among rated buyers. Familiar with _house- 
furnishing, woodenware, electrical appliances. Owns auto. Straight 
commission. Solicits inquiries from factories direct. Address Box 1-232, 
care of Harpware AGE, New York. 





SALES ACCOUNTS WANTED 








Attention, Manufacturers! 


Old established firm of 
Manufacturers’ Representatives 


DUN’S RATING: $125,000—High. 


Wishes to handle additional lines or big-volume 
specialty items on 


Pacific Coast 


We sell your merchandise on a commission basis for 
shipment from your factory or handle and distribute 
your line through our well-organized selling and ship- 
ping organization from 


Our Own Warehouses in - 
Los Angeles and San Francisco 


éliminating for you all merchandising expense and 
credit risks. Correspondence invited. Box I-216, care 
of HARDWARE AGE, New York. 

Sneed 











Establishment with excellent warehouse and shipping facil- 
ities, invites propositions from manufacturers of hardware 
and factory supplies, who desire a concentrated sales 
effort in New York City and adjoining territories. Com- 
mission basis, preferred. Address Box 1-242, care of Hard- 














ware Age, New York. 
De ol 
EXPERIENCED SALESMAN CALLING ON principal jobbers and 
retailers in New York State, Ohio, and Pennsylvania would like to hear 


from manufacturer desiring representation on commission basis. Ad- 
dress Box I-248, care of HArpware Ace, New York. 





REPRESENTATIVE, desires one or two ad- 
Territory covered, Penn., 
Address 


MANUFACTURERS’ 
ditional lines from reputable manufacturers. 
New Jersey, Delaware, Maryland and District of Columbia. 
Box 1-236, care of HArpwarr Acer, New York. 





MANUFACTURERS WISHING A_ REAL ee ee 


TION in Detroit and Michigan, for Factories and , write, 
a EYNES & CALLAN SALES CO., 2214 Livernois Ave., 
roit, Mich. 
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Classified Opportunities 








SALES REPRESENTATIVES WANTED 


WE HAVE BY CHANCE A DEVELOPED TERRITORY open in 
Metropolitan District for a live salesman who can sell goods, not an 
order taker, for a popular and low priced jobber, handling a complete line 
of Builders’ Hardware and Tools. Exceptional opportunity for the right 
man. Address Box 1-239, care of Harpware Ace, New York. 


AN OLD ESTABLISHED MANUFACTURER OF COASTER 
WAGONS is looking for salesmen for the states of Iowa, Minnesota, Mis- 











souri, Indiana and Michigan. We offer first class merchandise, straight 
commission, and exclusive territory. Kindly give full particulars in 
application. Address Box I-237, care of HARDWARE AGE, New York. 





FIRM WITH ESTABLISHED LINES imported cutlery, hardware, 
tools and fishing tackle, has opening for energetic salesman in Pennsyl- 
vania and Ohio territory. Give complete information concerning your 
~~ employment. Address Box I-224 care of HArpware Acer, New 
ork. 





SALES REPRESENTATIVES WANTED. Experienced salesmen who 
have sold Rope to hardware and mill supply trade can make a good con- 
nection. Give references and territory covered. Address Box I-225, care 
of Harpware Ace, New York. 


COMMISSION SALESMEN IN EACH STATE for ae hn 
hand tools and hardware specialties. Advise territory covered and hou 
represented. Address Box H-638, care of Harpware Acer, New York City. 








SALES REPRESENTATIVES WANTED 





COMMISSION SALESMEN calling 
on hardware jobbers, lumber trade, wholesale paper and seed houses 
especially in Missouri, Kansas, Tennessee, Kentucky and other points 
also to sell SUN-TEX. A weatherproof textile product admitting sun rays 
For storm doors and windows. Also used in poultry industry. Large 
volume established. Give references and state present line with appli 
cation. ALLEN BROTHERS, Inc., Omaha, Nebraska 


WANTED—EXPERIENCED 





ROPE SALESMEN WANTED! Leading Rope Manufacturer has de 
sirable territory open for men who are acquainted with Rope Jobbers, and 
Distributors, and large hardware outlets. This is a commission opportunity, 
which will be attractive to men of large earning capacity. State definitely 
territory you cover. Address Box 1-247, care of Harpware Ace, New 
York. 


WANTED—EXPERIENCED 
trade in Michigan, Ohio and «Indiana, 
ucts on commission basis. Good opportunity. 
of Harpware AczE, New York. 





SALESMAN calling on Hardware 
to sell wire fence and wire prod 
Address Box 1-244, care 








EXPERIENCED CUTLERY SALESMAN TRAVELING out of New 
York wanted to take along a complete line of highest grade cutlery. Ad 
dress Box I-243, care of HarpwAre Ace, New York. 








SIDE LINES FOR SALESMEN 
Many good salesmen are looking for profitable “Side Lines” 


What have you to offer? Give details—insert your ad in the “Classified 
Section” of this paper and you'll be reasonably sure to find a 


reliable salesman to represent you. 








Where Speed Means Profit 


The Segal Key Cutter cuts all makes of 
flat, cylinder, or paracentric keys AC- 
CURATELY, at the rate of a key a 
minute. That’s why the 


Segal Key Cutter 


for itself in a few 
— months. So sim- 
ple anyone 
can operate 
it. Used 
successfully 
by hundreds 
of hardware 
dealers. Made by— 


Segal Lock & Hardware Co., Inc. 
57 Ferris St., Brooklyn, N. Y. 
Makers of jimmy-proof locks, latches and padlocks 





Write for 
Literature. 








STRATTON?! 


GooD 


For Small ame 

Utensils, Electri- 

Urea. | WOOD 

Enameling, both 

baked, = air HANDLES 
dried. Plain, or Enameled 


IN COLORS 
Stratton Mfg.Co., Stratton, Maine 





The reputation of 
Brown £4 SHARPE 
TovLs 
for Accuracy and Rehability 


finds them a ready markct 
wherever metalis used 


RPE MFG Ct 
USA 


BROWN & SHA 
PrRovipENce RI 


Worlds Standard of Accuracy 











Welding Compound is best by every 


test. Makes welding a steel as 
easy as Iron. Stock it increase 
your sales. 

Made only by 


Anti-Borax Compounp Co, 
Fort Wayne, Ind. 








Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 
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THE ADVERTISERS INDEX 


is published as a convenience and not as a part of the advertising contract. 


No allowances will be made for errors or failure to insert. 


Every care will be taken to index correctly. 





A 


Ace Hardware Mfg. Corp...... 
Acme Shear Co. Lepee sea 
Acme White Lead & Color 

WM oSeb xa tvanbeneseneen ss 
Addison-Leslie Co. ........s00. 
ee rrr re 
Allen Manufacturing Co....... 
ge | eS 
Allith-Prouty Co... 
Allweather Ventilator Co....... 
oe a 6 rs 


Aluminum Wares Association. . 


American Chain Co............ 
American Flyer Co............ 
American Fork & Hoe Co...... 
American Gas Machine Co...... 
Mutual 


American Liability In 


hy ee 
American National Co......... 
Waserican Bing Co... .....620. 
American Saw & Mfg. Co...... 
American Screw Co.......500+ 
American Sheet & Tin Plate Co. 
American Steel & Wire Co..... 
Telephone & Tele- 
AR vives Seed ech pies 
Bottle Co., 


American 


American Thermos 
SO. sas.sawhies oe eye 

American Weekly ............. 

Ames Shovel & Tool Co 


Animal Trap Co. of America.. 


Anti-Borax Compound Co...... 
Apex Stamping Co..........¢. 
Arcade Mfg. Co.. 


Armstrong Bros. Tool Co...... 


Armstrong Mfg. Co........... 
Ame Ce, BC. ... cece. 
Atlas Tack Corp.... 


B 


Babcock Co., The W. W....... 
Bakelite Corp. ......... 
Banks Steel Post Co... 
Barney & Berry, Inc.......... 


Bartels, Henry ....... eee 
RE ae eee 
Co Ry de 
Beardsley & Wolcott Mfg. Co.. 
Beckwith Co., Inc...... er 
EE oO, ee Pe ee eee 
Beisser Key Machine Co...... 
Belfonte Steel & Wire Co...... 
Done Be C-Oesssekscccsees 
a a Se ee 
Bergman Tool & Mfg. Co..... 
Berns -Co., Inc., Olto......20-. 
Bethlehem Steel Co............ 
Billings & Spencer Co.... 
Birtman Electric Co.......... 


16 


81 





Bissell Carpet Sweeper Co..... 
DE ES GOs ob oes bcs sade 
Blaisdell Pencil Co............ 
Bommer Spring Hinge Co. 

Bosley Co., D. W..... 


Boston Varnish Co............ 


Boston Woven Hose & Rubber 

EM Gaexebesasbananes seuaee's 
Bowen Products Co...... a 
rach Bite: Hoey fs, Geis cic ccs 
a i ae © ers 
Bridgeport Screw Co.........- 
Bright Star Battery Co........ 
Brown & Sharpe Mfg. Co..... 
POE GM, scscwesesobsbecs 
Buffalo Wire Works Co., Inc.. 
Bunting System, The.......... 
Burgess Battery Co. .....6600 66% 
Burley & Winter Pottery Co... 
yh a eee 
Burton Boston Brush Co....... 


Cc 
fo et a rer 


Cathormndemt Ge... oniss cs bie'set 
ee OS ee 
Chain Products Co... . 2.26050 
Chamberlain-Haber Chemical Co. 
Chase Brass & Copper Co... 

ee ek ee ee 
Chevrolet Motor Co........... 
Chicago Flexible Shaft Co..... 
Chicago Roller Skate Co....... 
Ciicegn. Solder. C6. csiacccsce. 
Chicago Spring Hinge Co...... 
Chromium Engineering Corp... 
SRR PES SO os oo sca siccee 
Clayton & Lambert Mfg. Co.... 


Clemson Bros., Inc........... 


Neveland Stone Co., Inc...... 


leveland Wire Spring Co..... 
leve-'Way Mig. Co. .52..2002 
a ig. Se ee 


‘oldwell Lawn Mower Co...... 


Coleman Lamp & Stove Co..... 


‘olumbian Rope Co........... 


‘olumbian Vise & Mfg. Co..... 


Conestoga Corp. 


‘ongoleum-Nairn, Inc. ........ 


Conlon Corporation 


onsolidated Electric Lamp Co. 
Continental Screen Co......... 
Cook Company, H@isisi.sess 
Corbin Cabinet Lock Co....... 
Comin PR: Bisiccccscncxxcce 
Corbin Screw Corp........... 
Gercoran Mfg. Cos i.4 000005. 
Cresceat Tool Co. :....5o2sis0dss 
Cronk & Carrier Mfg. Co...... 
Crown Cork & Seal Co........ 


Coclome Fence Cons iscegececce 





D 
Deter Mig. Co........ 
Day Fan Elec. Co........ 
Dazey Churn & Mfg. Co.. 


De Laval Separator Co.. 


A ENS: cin wince kmiemas. 
EE Seto k co coke ss eae 
Detroit Torch & Mfg. Co...... 
Detroit White Lead Works..... 
Diamond Calk & Horseshoe Co. 
SPE Sig Ms di cecncheneres 
Display Material Co.......... 


Disston & Sons, Inc., Henry.. 


Dixon Crucible Co., Joseph... . 


Domes of Silence, Inc......... 
DerGen Ge. TR. os 002s sciences 
ae ae ae ee ey 
Duluth Show Case Co......... 


Du Pont de Nemours & Co., 


ee ®t ny ee 
Eagle-Picher Lead Co......... 
a ad & a ee 
Eastern Tool & Mfg. Co....... 
Eclipse Machine Co.......secee 
Edison Elec. Appliance Co..... 
Edison Lamp Works of General 

Electric Co. ..... 
Le Pe ee 
Eisenmenger, Willy 
PAMNNC FED Geeks bs ccs iciccee 
Electric Sprayit Co., Inc....... 
Evansville Tool Works........ 


Everedy Co., The.... 


F 


F. & N. Lawn Mower Co., The 
Fairbanks Co. . 
Fairbanks, Morse & Co........ 
Fairmount Tool & Forging Co. 


Fate-Root-Heath Co. .......... 


Paaitiess Caster Oo... . 552550. 
Federal Enam. & Stpg. Co..... 
Federal Washboard Co., The.. 
Fitzgerald Mfg. Co., The...... 
Flexible Steel Lacing Co... 

Forsberg Mfg. Co............. 
Foster Bolt & Nut Co......... 
eR, ee ae 
Freed-Eisemann Radio Corp.... 
French Battery Co............ 
Freshman Co., Chas.......... 


Gates Rubber Co., The........ 
Gendron Wheel Co............ 
General Fireproofing Co....... 
General Wheelbarrow Co....... 
Geneva Mfg. Co......... obees 


98 





oo ae Eerrrer re ye erer 
Gilbert & Bennett Mfg. Co..... 
Gillette Safety Razor Co....... 
Globe Vacuum Bottle Co....... 
Gold Medal Folding Furniture 

Gk sswtbey ee wbesy eee nese. 
Good Housekeeping ........... 
Goodell-Pratt Co. .........s000 
Goodrich Rubber Co., B. F., The 
Grand Rapids Hardware Co... 


Graff-Underwood Co. .........- 
Green-Case, Inc. ...... pheewae 
G&A ee 
Greenfield Tap & Die Corp.... 
Greenlee Tool Co...........+5- 
Grifin Moe, Ce..jc0scives Faee 


H 
Hamilton Beach Mfg. Co...... 
Harrington Cutlery Co......... 
Hatfield Rubber Works, Inc.... 
Heller & Co., W. C..ccsccccee 
ee ae ee ee er 
Hercules Powder Co.........-. 
Herschel Mfg. Co., R......... 
Hibbard, Spencer, Bartlett & Co. 
Hoeft & Co.ccccccccccccccocs 


Holmes Products, Inc......... 
Holzindustrie Stadtilm ........ 
Hoover GOs. bi cc. sGeiewedeocdes 
Hoppe, Inc., Frank A......... 
Hortem” Mite. Go... 5 5.cc2sccdes 
Huenefeld Co., E. H........++ 
Hunter Arms Co.......-- eae 
Herd, By Bie .ccs ss eaiee eé 
Hurley Machine Co........... 
Hygrade Lamp Co....... sient 


I 
Imperial Bit & Snap Co....... 
Independent Lock Co........-- 
Indiana Rolling Mill Co....... 
Indiana Steel & Wire Co...... 
Ingersoll Watch Co..........+ 
International Nickel Co........ 
International Silver Co........ 
International Toy Corp........ 
(National Wood Process) 
Irwin Auger Bit Co........... 
See Ci Be Bs oe oe oceans ae 
Frat BCOURETS. 2.60.05 se sas ones 


J 
Jennings Mfg. Co., Russell.... 
Johaneson, Wales & Sparre, Inc. 
Johnson Arms & Cycle Works, 


Ele ceccwk terse yakaascos 


Kelly Axe & Tool Co.........- 
Keuffel & Esser Co............ 


&S 
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68 





THE DASH (—) 


INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX 


is published as a convenience and not as a 


No allowances will be unde for errors or failure to insert. 


part of the advertising contract. Every care will be taken to index correctly. 





Keystone Mfg. Co........ eaene 
Keystone Steel & Wire Co..... 
Kilborn & Bishop Co.......... 
Kimball Bros. Co............- 
Klein & Sons, M........ Nits. 
Kohler Die & Specialty Co..... 
Kokomo Stamped Metal Co..... 
ee Lt Seer err ries Pe 


L 


Lamson & Sessions Co......... 
Landers, Frary & Clark....... _- 
Landreth Seed Co., D 
Leipzig Trade Fair............ 11 
Lendzion Leather Goods Co.... 
Letellier Laboratories, Inc..... 
Libbey-Owens Sheet Glass Co.. 
Lionel Corp. 
we tee ae 
Lowell Specialty Co......... aa 
Lucas & Co., Inc., John...... 
Rttin Bale COs cccseccs ses 
Lupton’s Sons Co., David...... 


McDougall-Butler Co., Inc..... 
McKinney Mfg. Co............ 
Malleable Iron Fittings ........ 
Mansfield Tire & Rubber Co.... 
Martin-Senour Co. 
Martin Varnish Co............ 
Master Bake Pot Co.......... 
Master Plier Corp... . 2.05080 93 
Mattatuck Bite. Co. .....sssee 
Maydole Hammer Co., D...... — 
Meisselbach Mfg. Co., A. F.... — 
Mengel Co. 
Metalcraft Corp. 
Metal -Ware Corp. ..:...cssscs 
Millers Falls Co......... bean 
Milwaukee Circulating Pump Co. 
Mit-Shel Stamping Mfg. Co.... 
Moore Push -Pin Co......5.5 93 
Mort, The., COG8.. .6cccccacs 
Morse Twist Drill & Machine 
Co. 
eS ee ea er eens 
Murphy’s Sons Co., Robert.... 
Murphy Varnish Co........... 
Myers & Brothers Co., F. E. 
18, 98 
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National Carbon Co........... — 
National Enameling & Stamping 


National Lamp Works of Gen- 

co 8” RE & Sa eer ere 
iatieeel Teh Cbs 6.55 ec cwscns 
National Mfg. Co......csccees 
Nelson Mfg. Co., Inc., L. R... 
New Delphos Mfg. Co......... 
New Jersey Zinc Company..... 
New York Wire Cloth Co...... 
Nicholson File Co........0.+. 
Nilco Lamp Works, Inc........ 
Noma Elec. Corp........++» eee 
Norcross & Sons, C. S.....s0ee 
North Bros. Mfg. Co......035. 


Oo 


O-Cedar Corporation 
Octigan Forge & Mfg. Co.... 

Oneida Community, Ltd...... 
One Minute Mfg. Co... 
Ontario Khife Co........see. 
Osbora. Mtg. Cos. i645. 22% sibs 
Oswego Tool Co.........eeee- 


Paine Co. 
Palm Fechteler & Co.......++ 
Parker-Regan Corp. 
Patent Novelty Co..........+. 
Peck, Stow & Wilcox Co....... 
Peerless Elec. C6... ..ccscccces 
Peerless Handcuff Co......... 
Peninsular Paint & Varnish Co. 
Penn & Atlantic Seaboard Hdwe. 

Assn., 
Lawn Mower Works..... 


BE c sip RGse «0 ka'5's aoe 
Penn. 
Perfection Stove Co., Inc...... 
Peters Cartridge Co........... 
Prema ete, COs esac ae ccaee 
Philadelphia Lawn Mower Co... 
Pike Mfg. 
Pioneer Pole & Shaft Co...... 
Pittsburgh Plate Glass Co...... 
Pittgburgh Steel Co......, ekt> 
PIGm Teel C05. 608060500308 
Plumb, Fayette R....... 
Plymouth Rubber Co........... 
Monthly...... 


Inc., 
Popular Science 

Pratt & Lambert, Inc......... 
Premax Products, Inc.......... 
Progressive Mfg. Co......... 5¢ 
Pr ILE -Te bs s:tkieenea ce oo 
Parttan Soap Co.'s .00800 veces 
errr eee eT 


Pyrex Sales Division.......... 


Pyrene Mfg. 


R 
ee a SL Oe 
Reading Sheet Metal Prods. Co. 
Reed & Prince Mfg. Co....... 





Remington Arms Co., Inc. 
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Remington Cash Register Co., 


Remington-Rand Co. 
Reynolds Wire Co..........0. 
BORROE. TEI. GG4.0565.0056 cen 
Richards-Wilcox Mfg. 
Richland Rubber Co..........- 
Rite Hdwe. -& Mfg. Corp..... ; 
pemeon: ‘Cox, Oeear Ci 6s cts 
Robertson, Arthur R.......... 
Rock Island Stove Co......... 


Rose & Brothers, Wm.......... 
WG AM Ooo dieccevceuue 
Ruby Chemical Co............ 
NE INE: Cs. osiivincidciwcsees 
Russell, Burdsall & Ward Bolt 

INGE Gee oie sk teaccciaes 
Russell Cutlery Co., John...... 


Sacks, 
Samson Cordage Works....... 
Sand’s Level & Tool Co........ 


POM iors occ 1e-cw ace hide 


ie, BONEN oco.ce 5 canes 


Sapolin Co., 
enmene ACOs 255.0555% case 
SS ee 
ae oe eee 
Schrade Cutlery Co........... 
Segal Lock & Hardware Co.... 
Shapleigh Hardware Co........ 
Shelby Spring Hinge Co...... 
Sherman Mfg. Co., H. B..... 
Sherwin-Williams Co. 


Inc. 


Showcarder, 
Sidway-Topliff Co. 
RIVER MMO? COe ms 665059 «99.0% 
Simonds Saw & Steel Co...... 
Simonds-Worden-White Co. 

Simonsen Iron Works......... 
Simplex Flux & Solder Co..... 
Smith & Co., Inc., 
Smith, Inc., Landon P........ 
Smith & Sons, Inc., Seymour... 
PEE MD soin.3-3.0.v.0- 6-0 da 6 
a, a ee 
Standard Oil Co. 
Standard Tl Casi. oe cave. 
Stanley Works 
L. Ss 


Starrett Co., 
Stover Mfg. & Engine Co...... 
ME GBs isn senseve 
Studebaker Corp. of America... 


Stratton 


T 


ROM TRA. brs ce cenieees 
aM MATS OU 6 65.0 -4660.0:05,0:008 
Templeton, Kenly & Co., Ltd... 
Toledo Metal Wheel Co........ 
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Toledo Wheelbarrow Co....... 
Tremont Nail Coicc.ecccccces ° 
Trimont Mig. Co... ccscccsecs 
See Ge TIGR 6c icvccccscese 
Tubular Rivet & Stud Co...... 


Tucker Duck & Rubber Co.... 


U 


Union Fork & Hoe Co........ 
Union Hardware Co.......... 
Union Steel Products Co...... 
United Hardware & Tool Corp. 
U.. S. Custsidee Cos nicus sacs 
United Publishers Corp....... . 
U. S. Chain & Forging Co..... 
U.S. Lemna GO. osc c ec ccc cece 
States 
Fleet 


United Shipping Board 


Merchant COPD s c05:05:0 


Vv 


Valentine & Covcccccccscvcces 
Vaughan & Bushnell Mfg. Co.. 
Vaughan Novelty Mfg. Co.... 
Verified List 
WICH KOON Cir 6 o:c.c6s0s-acvscs 
ORIN [SOs ss since eaccceeuene 


Voos Company, T 


Walworth Co 
Warren Mig. Co... F. Dicccccs 
Western Cartridge Co.......... 


Western Importing 
White GCo., BH. Csi igevsvcsccas 
Whiting Adams Co............ 
Whitman 
Wickwire 
Wilcox, 
Wilson-Imperial Co. 


Barnes Detroit Corp. 


ROCDONO: 8 652k 5:64:08 
Crittenden & Co...... 
Winchester Repeating Arms Co. 
Wite-k Sens Ca5° 3. kisaccsdav 
WV 106- COCKE (UGiscc osendeimeces 
Wolverine Supply & Mfg. Co.. 
Wood Shovel & Tool Co....... 
Wooster’ Drs RG. cisckiiccdac 
Worthington Co., 
Wright Steel Wire Co., G. F... 
Shovel Works....... 


George...... 


Wyoming 


¥ 


Towne Mfg 


Yale & 


Z 


Zenith Radio Corp.......seeee 
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THE DASH (—) 





INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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Its Cutting Edge 


This Drop Forged Green Line 
Arch Punch is made for business 
and the business end holds its 
cutting edge because it is made 
in all sizes from one piece of 


KILBORN STEEL 


—the toughest steel 
known. Steel especially 
adapted to tools of this 
character. 
Finished in a pleasing 
DUCO green. 
Sizes 1” to 3” diameter. 
They are popular sellers. 
e also manufacture 
Metal aand_ Saddlers’ 
Punches. 

THE GREEN LINE 
includes Punches, Box 
Hooks, Drills, Cold Chis- 
els, Screw Drivers and 
many other tools. 

Send for Complete 
Catalog. 


THE KILBORN & BISHOP CO. 
Pa ge eres of the 5 


“GREEN LINE TOOLS” 








IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 


MAKE EVERY DAY COUNT 
Iver Johnson’s Arms & Cycle Works, Fitchburg, Mase. 


New York: 151 Chambers St. Chicago: 106 W. Lake St. 
San Francisco: 717 Market St. 








VS cushion TIRE 
ASTORE LADDERS 























Insure perfect shelf service for any 




















i] line of merchandise. Deep tread st 
reget “Saneee. with convenient 
length ndholds on both sides of 
ladder permit mounting or descending 
with ease. Both hands free to remove 
or replace stock without danger of fall- 
ing. Cushioned Tired Trolley and Truck Wheels elim- 
inate noise and prevent vibration. Erection as simple 
as A,B,C. Utilize small space. Make top shelves 
safely available for stock . One 
neat of design—nicely finishe ny height 
ing. Thousands in use. Circular on request. 


me FE MYERS & BRO.co. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 




















GENEVA 


Unpainted Furniture 


is just one more money-maker for the 
progressive merchant. The present 
season’s new offerings comprise an 
interesting variety for window or floor 
display. 

Every woman is interested in home 
decorating and with the furniture, you 
can sell her two or three lacquers, 
brushes, etc.—-that is why the Geneva 
Line is a real business getter and a 
profit maker. 


NEW CATALOG 


showing a fine selection of 36 easy-to- 
paint pieces sent free on request. 


Geneva Manufacturing Co. 


Ne. 61 Tilt Tep Table 503 Stevens St., Geneva, IIl. 














DOMES of SILENCE 


Easily 
applied. Saves floors, furniture and rugs. 
Slides safely, silently, smoothly. 


If your Jobber cannot supply you—write us direct. 


The Perfect Furniture Footwear. 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 


Showing how easily 
Domes of Silence are 
applied with only a 


hammer. 


21 Pearl Street 


Domes of 
Silence 
Retail at 


10c Set of 4 
New York City ' 
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AnI Extra 
Sales Aid 





Wres you carry W. B. D. 
Drills and Reamers 
you have more than an 
excellent product, fairly 
priced, to help you sell. 
QC] You have, in addition, 
theW. B. D. REPUTATION 


which has been growing for 








WHITMAN BARNES- 






years through the use of 
these tools in the country’s 


largest metal-working 
plants. QO] This is why you 
can count on an increased 
sales volume—which means 


greater profits—when you 
become a W. B. D. dealer. 




















-—= nufa clurers of 
TWIST DRILLS - REAMERS - CUTTERS 
END MILLS : COUNTER BORES : ETC. p>. 


New York ° 
















“DETROIT © 


” Canadia 
CANADIAN DETROIT TWIST DRILL 
i CO. LTD., WALKERVILLE ONTARIO 


Factory 














* Chics GO 
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Star High Speed Steel Hack Saw Blades 


are produced in accordance with the traditions 
that have made STAR BLADES famous the 
world over. 

Every feature in the manufacture of this blade 
has been perfected and safe-guarded; the most 
rigid and exhaustive tests have been conducted in 
order that this blade may stand superior to all 
others by comparison. 


A trial will convince you. 











